Life admitted it made a mistake 
t the & speaking of Colorado’s Grand 
anyon, but Arizonans might have 
bjected just as strenuously to a 
take eference concerning Colorado’s 
olorado river. 
f our 
v v v 
vy On @ Morton’s salt is all right with} 
ffee too, the ad says, and with| 
iddle ser such a problem these days | 
usewives are more than a little 
.f@iterested in a_ satisfactory sub- 
of us Be y 
. = = 
mil Ise 
Those New York advertising 
, re who waxed so indignant over 
3 pu “Time to Retire’ cartoon 
Oobably forgot that FDR has a} 


latest ro! g 


demonstrate your’ product 
ey While the persuasive voice of a| 
est 1D Bhaste; salesman delivers a pol- 
; hed and perfected sales talk.” 
rican M@ You mean the commercials are | 
ng to be better too? 
ethor v v v 
ies olf@ Mrs. Stewart’s Bluing is used | 
iccessfully for ink by a lot of 
nique ‘ity people, and maybe corpo- 
On accountants ought to adopt | 
. Ss one sure way to keep out of 
thorr e re 
v v v 
The FTC is going to have a lot 
1 €x ning to do to square itself 
” ABP. In its report on| 
‘verlising expenditures it refers 
) business papers exclusively as | 
i best gPec mals, 
| id v v 
. red 
d doesn’t want motorists | 
efores that new cars are just 
e corner. At present all 
; i find there is a man who 
s mit e to own one. 
‘a zimes es + 
ified advertiser looking 
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Smokers wonder why the OPA 
. rationing unimportant commodi- 
Kes like sugar and butter and not 
bothering its little head about the 
jistribution of cigarets. 


v v v 
Chester Bowles and his OPA co- 
rts are enjoying the cigaret 
hortage if only because it is one 
mestic inconvenience which 
ant be blamed on the ration 
oards. 


- © 8 


“Camels—the cigaret to ask for 
very time,” cheerfully remarks 
he radio announcer. 

But how many people will walk 
mile just to ask for them? 


- F 


Newspaper reading, says the 
Philadelphia Inquirer, “is a habit 
tronger than coffee, more signifi- 
ant than smoking.” 

Don’t underrate the significance 
f smoking these days. 


-— i 


sense of humor, 
e couldn’t have stood the White 
pouse racket for twelve years. 


is 


. } ¥ 


According to DuMont, television 


ays modestly that he has 
pearance and an honest 
he tried to cash a check 
ge hotel without identifi- 
pers? 
v 


~~ © 


t says Jantzen swim suits 
men freedom, health and 
dreamed of in 1914.” 
d-timers say those 1914 
eren’t so bad. 


Copy Cus. 


otherwise | 


DOUBLE EFFECT—The new package 
design for Airy Fairy cake flour, prod- 
uct of Commander-Larabee Milling 
Co., Minneapolis, uses a  twice-size 
illustration, half on the front and half 
on the back. By combining packages 
in buildingblock style, as with the four 
shown here, or more, the retailer ob- 
tains a colorful display. 


Agencies Disagree 
on How fo Develop 
U. S. Foreign Trade 


Washington, Nov. 2.— Govern- 
ment agencies are taking up sides 
in preliminary jockeying here over 
ithe organization of American in- 
dustry for participation in the ex- 


| port trade after the war, 
| Justice Department and Maury 


|Maverick advocating a _ course 
which apparently conflicts with 


the programs of the FTC and the 
| Commerce Department. 

Taking a cue from the White 
House, trust-buster Wendell Berge 
and idealist Maury Maverick, 
chairman of the Smaller War 
Plants Corporation, are raging 
against any form of price agree- 
iments and marketing 
| ments among American firms, 
| while FTC embarks on a vigorous 
effort to encourage formation of 
more Webb-Pomerene associations 


Maverick has compromised 
enough to advocate cooperation by 
i, as 
| ganizations set up to find markets 
| and assist small businesses through 
ithe red tape of foreign trade. An 
individualist, he storms against 


| eign competition. 


exporters through sales or- 


| any price-fixing agreements, how- | 


|ever, asserting that these 
tably back up until they 
‘in the domestic market. 


FTC Moves to Fore 


Meanwhile, the usually 
FTC is getting ready to 
| Webb-Pomerene house in 
to encourage formation of 
tional associations through which 

(Continued on Page 53) 


inevi- 
are felt 


retiring 
set the 


‘Time to Retire’ 


develops ire. See 
‘Ad-libbing,’ Page 12. 
Other features: 


Editorials 12 
Feature Page 37 
| Getting Personal 42 
| Information for Advertisers 12 
| In Washington 48 
Obituaries 53 
Photographic Review 59 
Postwar Planning 52 
| Rough Proofs | 
‘Voice of the Advertiser 40 


with the | 


arrange- | 


to assist exporters in meeting for- | 


order, | 
addi- | 


| 


Cigaret Famine 
Causes Headaches — 
for Merchandisers 


Public Curious as 
to Reasons Behind 
Dearth of Smokes 


New York, Nov. 2.—The nation- 
wide cigaret shortage, which has 
become a subject of such general 
concern that screaming headlines 
reporting the situation are appear- | 
ing in metropolitan newspapers all 
over the country, is alarming man- 
| ufacturers, distributors and adver- 
tising agencies interested in the 
maintenance of volume sales and 
merchandising activities in this 
| huge industry, which has under- 
| gone tremendous expansion in the | 
| past ten years. 

Normal increases in consump- 
tion, plus large withdrawals from 
civilian channels of cigarets in-| 
tended for the armed forces, have | 
resulted in stripping the shelves | 
of retailers and substituting ‘‘No 
Cigarets Today” signs in place of | 
available stocks. Predictions in 
the trade indicate that the scarcity 
of supplies, particularly the lead- 
ing brands, will continue until the | 
end of the war. 

Because cigarets are not re-| 
garded as an essential commodity, | 
no policy for rationing them has 
'ever been considered by OPA, al- | 
though they are sold under ceiling | 
prices. This fact alone represents 
a threat to the maintenance of | 
supplies and suggests that hoard-| 
ing and minor bootlegging opera- | 
tions, heretofore an inconsequen- 
tial factor, may zoom to unheard 
of proportions. The OPA has no 
desire to add to its rationing head- | 
aches by putting cigarets in this 
category, but the public may de- 
mand that it intervene in the situ- 
| ation. 


Many Factors at Work 


The shortage has been accen- | 
tuated by the two factors of de-| 
(Continued on Page 56) | 


| manager 


ye NY LONS 


“ARE ON es RR Series | i 
BUT IT TAKES A LITTLE TIME i" 


STORE 


FOR 'N-DAY'—Mats of this newspaper 
copy will be furnished to Mary Gray 
hosiery dealers for use on "Nylon 
Day''—when Nylon is released for ho- 
siery manufacture. (Story on Page 54.) 


Create New Items, 
Publicize Self, 


Shoe Men Told 


Chicago, Nov. 2.—Creative prod- 
uct development and creative mar- 


keting to stimulate buying at “ever 


’ were urged by T. G. 
chairman of the mar- | 


lower prices, 
MacGowan, 


keting committee of the Commit- | 


tee for Economic Development, at 
the National Shoe Fair being held 
here this week. 

Declaring that the distribution 
side of business “is relatively 
backward compared with produc- 
tion,” he said the ‘challenge of 
finding postwar jobs is largely up 
to the distribution side of busi- 
ness.” 

Mr. MacGowan, who also is 
of the Firestone Tire & 
Rubber Company’s marketing re- 
search department, said an incom- 
plete survey by his committee in- 

(Continued on Page 57) 


Last Minute News Flashes 


American Home Foods Boosts ‘45 Budget 


New York, Nov. 
American Home Products, will in 
about 25 per cent in 1945, 
| advertising director. Breakdown 
mined. 
of which $1,000,000 is for Clapp’s ba 
/and $200,000 for G. 


3.—American 


said Robert T. 
by 
In 1944, American Home F 


Foods, Inc., 
advertising 


Home 
crease 


subsidiary of 
and promotion 
Kestner, recently named 
products has not been deter- 
oods is spending about $2,000,000, 
by foods, $800,000 for Duff’s mixes, 


Washington coffee. 


Margarine Institute Campaign to Leo Burnett 


Chicago, Nov. 
industry campaign for margarine, 


3.—After more than three years of effort to develop an 
the National Margarine Institute has 


decided to proceed with promotion plans, and has appointed Leo Bur- 


nett Company, Chicago, to handle t 


he campaign. Approximately five- 


sixths of industry production is represented in the Institute. 


‘Mid-Continent Airlines Appoints Goodkind 


Kansas City, Mo., Nov. 3. 
kind, Joice & Morgan, Chicago, 
Dec. 1. Charles O. Puffer will be 
include newspapers and direct mail 


| 


te 


Gibson Greeting Cards to 

Cincinnati, O., Nov. 3.—Gibson 
facturer, has appointed Christianse 
handle its account, effective 
markets are now being developed. 


Mid-Continent 


account executive. 


Art Company, 


mmedia 


named Good- 
ing, effective 
Tentative plans 


Airlines 
its advertis 


as 


» handle 


Christiansen 


sreeting card man 
Agency 


operations 


j- 
cago, to 
Variou 


\dvertisir 
tely. Test 


n ig Ch 


Named Goodyear Sales Promotion Manager 


Akron, O., Nov. 3—Galen G. 
ager for the past three years, has 
of Goodyear Tire & Rubbe1 


be 


Cartw! 


+ 


igh , assist 
en narred sale 


advertising m: 
promotior 


Company 


Newspapers Start 
$50,000 Research 


on ‘Network’ Plan 


Detailed Study 
of Merits of Idea 
to Be Conducted 


New York, Nov. 2.—A score of 
the nation’s largest newspapers— 
led by the New York News, Chi- 
cago Tribune and _ Philadelphia 
Inquirer—are reported to have put 
up a total of $50,000 for a detailed 
study by Marion Harper Associ- 
ates, New York, on the scope and 
possibilities of a proposed ‘“‘news- 
| paper network” for group selling 
|of black and white advertising 
|space in both daily and Sunday 
editions. 
| Other newspapers represented 
|}at meetings on the ‘proposed net- 
| work are said to have included the 
Atlanta Journal, Baltimore Sun, 

ston Glo be, Buffalo News, 
Cle seed Plain Dealer, Columbus 
Dispatch, Des Moines Register & 
Tribune, Milwaukee Journal, Min- 
neapolis Tribune, St. Louis Post- 
— and Washington Star. 
The Detroit News is report i 
| have been “in”, but to ha 
dropped out. The Hearst ne 
| pers will not join and the S 
| Howard néwspapers are sai I 
| “not interested.” 
Leaders in the plan, including 
H. B. Sherwood of the New ‘ 
News and Hal Stretch of tt 
adelphia Inquirer, refuse to -ceveal 
information on the research proj- 
ect or other phases of the program 
at this time. Formal organization 
would not be developed until the 
research study has been com- 


pleted. Opinions as to when this 
would be range from “after Jan. 
1” to “five or six months from 
now.” 


that 
network 


GOP Buys More 
Time Than in 1940; 
Democrats Less 


New York, Nov. 2.—During the 
four to five weeks of intense po- 
litical campaigning for the presi- 
dency before the November elec- 
tions, the Democratic National 
Committee purchased an estimated 
19 hours and 25 minutes of time 
on the four major networks, while 
the Republican National Commit- 
tee bought 30 hours and 12 min- 
utes, a survey of orders placed to 
date with the four nets reveals. 

This compares with the 1940 
presidential campaign when the 
Democrats used 35 hours and 45 
minutes, the Republicans 14 hours 
and 56 minutes on NBC, CBS and 
Mutual. The Blue Network was 
a part of NBC at that time, and 
therefore could not report a sepa- 
rate total. 

A breakdown of 
cnase by the tw 

follows 
) hours, 25 minute 
5 min.; NBC—Den 
mins.; GOP, 4 
Dem 4 | , 30 mir GOP, ¢ 
rs., 17 miu Mutu Y 
nrs., 30 mii ( 


figures have been estimated by the 


however, 
the 


It is emphasized, 
the sales efforts of 


| 


1944 time pu! 

») parties by net- 

slue—Den 

- GUr, S ii 
6 

30 min CBS 
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would supplement the work of the, said that “there are several points |so sound and so thoroughly worked 


Bureau of Advertising, ANPA, for | 
newspapers as a whole, and would | 
not cause these papers to with- 
draw their support from the bu- 
reau—which this weekend will 
present to all daily newspapers of 
the United States and Canada a 
plan for boosting its annual budget 
from $400,000 to $1,000,000. 

Marion Harper is a former sales 
executive of Schenley Distillers, | 
General Foods and other large 
companies and a former executive | 
of Compton Advertising, Inc., and |} 
other agencies. He has conducted | 
his own research business for the 
last year, relying partly on con-| 
sultants hired from other fields to 
meet special problems. His son, 
Marion Harper Jr., is a research 
executive with McCann-Erickson, 
here. 


Draw Policy Statement 


Meeting in Chicago on Aug. 12, 
the newspaper network group 
named committees on finance, sales | 
and rate card. A month later, at 
Detroit, six of the executives drew 
up a preliminary statement on ob- 
jectives and policies for presenta- 
tion the next day there before the 
group as a whole. This statement | 


'thought has more théroughly con- 


which become immediately 
vious: 
ia | by 


ob-|out as to encourage the respect, 
support 
That the enthusiastic accept- | other sales agencies in the news- 


and cooperation of all 


ance for group selling of black and | paper national advertising field. 


white newspaper advertising . . | 
would indicate that this group of | 
newspapers augmented by such 
others as may be decided upon 


| should proceed in the development | 


of a successful plan of operation. | 
“2. That further discussion and | 


vinced us that far-reaching studies 
are necessary for a complete un- | 
derstanding of the problems facing | 
us 


“3. That before plans can be| 
made for future procedure, it is 
necessary that outside statistical 
and research help, directed by 


some competent committee, be ob- | 


tained. 


“4. That discussion of details of | 


sales activities should await such 
study and research. 

“5. That we must be most care- 
ful and conservative in our ap- 
proach to our national sales prob- 
lem, in order to best serve the 
interests of our individual proper- 
ties and of the total great industry 


|of which we are a part. 


“6. That our final plan must be 


Eager to Aid Bureau 


“7. That we are also agreed that 
our plan must result in sales ac- 
tivity for extra business and not 
result in competitive selling for 
appropriations already available 
in newspapers. 

“8. That because of the keen 
interest of our group of newspa- 
pers in the welfare of the newspa- 
per industry as a whole, we believe 
it is important that our activities, 
our program, and our procedure 


/should be so publicly announced 


and so timed as to help the effort 
being made to expand the work 


of the Bureau of Advertising. . .| 


We are determined that our activ- 
ity must 
reaction on the Bureau expansion 
plans.” 

The committees recommended 
that a research program be under- 
taken “of what must be done by 
our newspapers ... in finding a 
way to greater national advertis- 
ing sales volume. 


Advertising Age, November 


; scribed” for it, “to cover a mini- 


mum period of six months.” The 


money thus contributed would 
cover: 
“1. Analysis of advertising ac- 


/counts by cities and papers to find 
out what cities and what papers 


should be associated in this effort. 
“2. Newspaper statistical studies 
to develop sales and results storiés 
for all newspapers. 
“3. The number of cities desir- 


not have any negative | 


. We suggest | 
that a minimum of $50,000 be sub- | 


‘able and the pattern they shall 
_ take across the country. . . Should 
there be groups within groups? 
| Should additional cities and papers 
| be sold to an advertiser when the 
| basic group is purchased? 


| “4. Is a package of newspapers 
| salable? 
| “5. What is the proper eco- 


|nomical way for advertisers to use 
newspapers? 

“6. What part could special rep- 
resentatives play in a program of 
|this kind and how would they be 
affected? 


Potent Questions Asked 


“7. What about discounts? Are 
any necessary, and if so how 
much? 

“8. What effect will this selling 
group have on the Bureau of Ad- 


(ft 


Manufacturers, big and small, new and old in the business of exporting are 

janning to advertise in the January 1945 Annual Review Issues of these 
“ . 

*B.P.LC. SPECIALIZED Export Magazines. Advertising forms close 


December Ist. 


INGENIE 


INTERNACIONAL 


27th Annual 


Construction fields the record of the year’s achievements in a 


descriptive presentation. 


Edi- 


Review 


tions. Big, important, issues 
that will bring to the Latin 
American Industrial and 


pictorial and 


Mighty valuable reference issues for the paid-sub- 


scriber-readers of these specialized export magazines and the advertisers’ best 
economical buy for continuing contact with the Latin American Industrial and 


Construction fields. 


| ic | and | E | 


CANO and 


CAN AUTOMOBILE (Overseas Edition). 


29th Annual Edition of EL 
AUTOMOV 


IL. AMERI- 


22nd Annual 


Edition of THE AMERI- 


For the automotive industry 


of this country and the automotive trade abroad these Annual Review Issues 
are really an “Automotive-Service-Industries-Show-in-Print”. Advertisers 


meet up with the paid-subscriber-reader-buyers of these specialized export 


magazines who are planning and eagerly awaiting the green light to move 


ahead to bigger and better business with American automotive manufacturers. 


FARMACEUTICO 


mt 


Ist Annual Review and Directory Issue. Presenting to its 
atin American Drug Trade and Health Field paid-sub- 


scriber-readcrs the record of the year’s achievements. Made 


ucts and 


*BUSINESS 


Latin 


f ited mith Vetere i il 


{th 


Publishing Co.. 


Inc.. and Chilton Co. (Inc. 


an even more valuable reference edition because it will con- 
tain the Annual Directory ot 
American representatives. 


the industry's exporting manufacturers, prod- 


PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


vertising’s new program? 

“9, Comparable costs 
tional newspaper advertis)... .° 
radio networks. (a) Deter) je.) 
factual information the ...” 
nesses of radio and magaz 
Study what accounts went o#. 
air and learn the reason « «; 
and whether such accou 
tinued in other media. 

“10. What type of sel) 
ganization is required? ; 
what cities should there be | fig. 
(b) How many men would be 
quired, and what caliber j. neq, 
sary to reach the top exec)):j, 
advertisers? (c) Are su 
available? (d) Can the ri: 
ber of men with the talents » 
quired get and hold the attenti, 
of the top executives of the |, 
est national advertisers? 4 

“11. How long will this orgs 
zation have to function befo. 
some results of their effort mic 
be expected? 

“12. What would be the to: 
cost of operating such a sales 
ganization? 

“13. How should the 
pro-rated to each paper 


Telor 
COn 


costs 


y 
ii 


group? 
“14. What can individual ney 
papers, members of the groy 


contribute to selling organizati 
by such talent and contact as the 
|may have? 

“15. What else can be 
put newspaper selling aga 


done | 


n on 


and make 


strong basis, newsps 
|pers a national medium rathe 
|than in their present status , 


merely being several hundred log 
merchandising units?” 


Decide on Study 


The consensus at the Detr 
meeting, Sept. 14, was that “the 
would be 20 publishers willing 
proceed with the studies outlir 
herein at not to exceed $50, 
| total, and that no individual pub 
lisher’s expense would. excee 
$2,500.” 

Nine of the publishers repre 
| sented agreed to “contribute up t 
the maximum of $2,500. . . On 
|paper volunteered $1,500, and 
| was suggested, therefore, that ar 
other publisher be invited to j 
with this group, who felt that h 
operation was not as large as th 
nine who originally pledged $2,5 
|}each, to contribute a maximum | 
$1,500 or $2,500, as he saw fit.” 


Form Press Syndicate 
Press Syndicate, a news 
service specializing in indust 
subjects, has begun national 
erations from headquarters 
Tribune Tower, Chicago. The « 
ganization will collect, edit a 
distribute pictures to industry 
a syndicate basis. Art Neumam 
for the past 14 years midwestée 
managing editor of Acme New 
pictures and NEA Service, In 

will head the syndicate. 


Unicorn to Bruck 
Unicorn Press, New Yo! 
lisher of Funk & Wagna! 
standard encyclopedia, ha 
Franklin Bruck Advertis 
poration, New York, 
effective Jan. 1. 


as 


The closer Victory comes, the mc 
is needed on the Home Front! 
message into every piece of prin’ 
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“WReconversion of the Plumbing, Heating and Air 


(Conditioning Industry is an Accomplished 


[spa 


i a Cc t . 7 ” 


done } 
iin on 
news 


~~ T4 times a 


_Detr 


_- winner 


$50,00 


ual pub 

a Piste agen Spot authorizations for the resumption of production of selected civilian items . . . accel- 
s repre ; 
ite up eee kc erated production of equipment for the Fuel Conservation program . . . continued produc- 
Ser opp in ap tion for repairs, maintenance and essential war work .. . these three factors have combined 
Nat al ass | Division of a 
gh recent nation-wide to make possible now the statement that reconversion is here for the Plumbing, Heating 
je as competition. This P on , ‘ 
nd $2.5 sings pind one and Air Conditioning industry. 
age for entries competing 
_ for the best series of No longer is the number one problem that of how to get materials and when will we get 

articles or editorials 

on on one theme on a production. Now it is a problem of where to direct sales and how to obtain distribution. 
indus definite objective ap- on — 
ook ‘chi ee For the past 55 years DOMESTIC ENGINEERING MAGAZINE and DOMESTIC ENGI- 
Pg NEERING CATALOG DIRECTORY have been the answer to the sales and distribution 
yeuial requirements of manufacturers with products for the Plumbing, Heating and Air Condition- 
Nex ing industry. Today, in addition, DOMESTIC ENGINEERING MAGAZINE and DOMESTIC 


ENGINEERING CATALOG DIRECTORY are the answer to the problems of manufacturers 
with contemplated products for this industry. Write for full details. 


RECONVERSION STARTS WITH 
YOUR CATALOG 


DOMESTIC ENGINEERING CATALOG DIRECTORY 


is the only complete, centralized source of product in- 


formation in the Plumbing, Heating and Air Conditioning 
industry. Basic circulation covers the buyers and speci- 


fiers in this field. Additional coverage for the duration 
includes Navy Yards, Ordnance Plants, Ship Yards, In- 


dustrial Plants, etc. 


WRITE FOR YOUR COPY OF THE NEW 
“TELL US HOW...’ BOOKLET. 


DOMESTIC ENGINEERING PUBLICATIONS _ 


/ 1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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f “| bond drives after the forthcoming | retary Morgenthau said in a state-|2. Others may have felt that} . 

Keep Your Bonds 6th, Mr. Lane said copy during | ment today that they seem to be| announcement of the easy redemp- | Furniture Makers 

the opening months next year will) tapering off. | tion plan was a request to turn in|} 
Theme Due for play heavily on the idea that war| All told, the Treasury turned | bonds, he said. September reduc- Dealers Approve 
1945 E h ‘ bonds are a nest-egg for the future. | back $400,000,000 to bond owners | tions were 0.76% of outstanding S Ad D 
Though the copy will stress the} in October, 1.06% of all savings | bonds. i 
mp asIs “To Buy and Hold” theme, no|bonds outstanding. Previous high | | urvey, Tive 

Washington, Nov. 2.—War bond| reference to the word “redeem” |month was May, 1944, when 85% | ‘ ’ Chicago, Nov. 2.—Plans ‘Or 

advertising will veer heavily to-| will be made in the copy. of the bonds were redeemed. To Hardware Age | prehensive survey of the | Litur 

ward the “Hang on to Your Bond” Redemptions have been a prob-| The high October redemption; John Nichols, eastern represen- | industry, as the basis for an oxte,, 

theme during the first quarter of|lem of some concern to the Treas-|was explained at least partially,| tative for Hardware World for) sive advertising and sales prom), 

1945, Thomas Lane, Treasury ad-|ury, particularly since the spot;Mr. Morgenthau believes, by the} several years, and previous to that|tion campaign, were coiirm, 

vertising chief, said today follow-| redemption plan went into opera-| fact that many delayed cashing in| with Popular Science, has joined today at the National Ret Fur. 

ing a meeting with War Advertis-| tion Oct. 2. Redemptions during | bonds in September to take advan- | Hardware Age, New York, as cen-/niture Association’s war nfer. 

ing Council officials in New York.} October were considerably higher | tage of the faster and simpler sys- | tral eastern representative, replac-| ence here. 


Counting on at least two more| than any previous month, but Sec-|tem that went into operation Oct.| ing H. G. Blodgett, retired. 


Tutti Frutti Farm 
has a Bumper Crop 


And it’s back to the city for the Mallerys ’til Spring. The whole trouble 
on the farm this Summer was too little flora—too much fauna. And with 
Mr. Barker's roadside market closed for the season, where was a person 
to get fresh vegetables. Obviously, Mr. and Mrs. Mallery, you need to 
absorb the spirit of farming as expounded in the FARM JOURNAL, which 
is to make it pay. 


Timeliness is one of the features of FARM JOURNAL which make it so 
valuable to the 2.500.000 producing farmers of America who subscribe 
to it. News of agriculture while it is still news; information on crops, 
markets. government measures put before readers in time to be of use 
to them. Alert editing does it; coupled with a remarkably complete 
reporting service and fast printing which sends the finished magazine on 
its way to rural mailboxes within four days from final form-closing. 
‘ll FARM JOURNAL'S position as the largest rural magazine is well-earned. 


Of the FIRST FOUR 


General Magazines JOURNAL mm GRAHAM PATTERSON, Publisher 
ONE : 1 
; Washington S , PHILADELPHIA 5 
covers the rural market 8° Farmers Wife i i eit 


Advertising Age, November § jt 


| Selection of the  advertisi; 
|agency to handle the campaign ; 
|still being considered, accord 
to Roscoe Rau, executive y 
president of the association. Sey, 
eral top-flight agencies are saijq ; 
be in the bidding. It is understo, 
that the survey will cost aboy 
$25,000, an expense to be shar 
equally by manufacturer any 
dealer members of the industry 
The need for such a survey wa 
‘emphasized at the conference } 
Loren D. Troost, president, Trogs 
Bros., St. Joseph, Mich., and presi. 
dent of the NRFA, who said man; 
other industries are raising sum; 
of money and preparing extensive 
postwar promotional programs by 
that, “So far furniture has re. 
mained a ‘wooden industry.’ The 
problem of promoting furniture ; 
complicated by the great numbe 
of small manufacturers in the fiel 
and other factors. NRFA feel; 
however, that a cooperative manu. 
facturer - dealer program can be 
pieced together for the promotior 
of furniture and is working toward 
that end.” 


OPA Spokesman Talks 


Koppel Wekselblatt, of the OPA 
| consumer goods price division, told 
| the conferees that a better under- 
| standing on their part of OPA 
| price regulations would materially 
assist them, first, in dealing with 
their sources; second, in help 
manufacturers interpret regula- 
tions and get price approvals 
| third, in knowing the background 
to determine whether ceiling 
| prices have been properly deter- 
mined: and finally, to stimulate the 
retailer to confer with the OPA 
'and offer it suggestions for mor 
|effective price control. 


Marshall Field Buys 
| S&S, Pocket Books 


Simon & Schuster and Pocke 
| Books, Inc., New York book pub 
lishing houses, have been acquire 
by Field Enterprises, Inc., heade 
| by Marshall Field. The sale hal 
| been rumored for some time. 
| Mr. Field, who is publisher ¢ 
| the New York daily, PM, and tt 
| Chicago Sun, said in announcilf 
|the transaction that editorial ¢ 
|rection and management wou! 
| remain in the hands of Richard] 
Simon, M. Lincoln Schuster an 
Leon Shimkin of Simon & Schus 
|ter, and Robert F. deGraff, pres 
|dent of Pocket Books. Financ 
|considerations were not macg 
| public. 
| 


To Beaumont & Hohman 


G. H. Lindley, forme! 
executive with Buchanan- 
Advertising Company, Om 
joined Beaumont & Hohm 
Francisco, as account exec 


~ 


Issues New Rate Card 


Electrical Manufacturing. G* 
publication, New York, ha 
|a new rate card, effective ne 
ately. Page rates on a sini! 
sertion basis have been 1 
|'from $240 to $272 and ag 
count, previously 10% h 
raised to 15%. 


- POST-WAR 
Yan?|4 BUILDING 
will total 600 for 
Annually ARCHITEGUR 
MEN will control 2°‘ 
"For largest 
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HAWAII'S buying power is constantly increasing. 


vilian payroll figures for 1944+ show a substantial increase over 


‘ previous year. What's more, you may be surprised to learn 


t Hawaii is the only state or territory to exceed all its War Bond 


nthly quotas, as well as its quotas in the first four war loans. 


It is entirely true that Government, Army and Navy activi- 
are responsible for some of Hawaii's payrolls. But it must be 
‘mbered that Hawaii's strategic location will make her a busy 
ter for post-war trade. As a dependable backlog, Hawaii has 
emendous sugar and pineapple industries, an established rep- 
ion as a vacationland. All these factors promise permanent 
above-average payrolls. 


Because Hawaii has both the money and the desire to buy 


nationally known merchandise, it’s time to pin-up Hawaii on 
your sales map. And to be certain that your product or service 
advertising reaches the largest group, choose the Honolulu Star 
Bulletin to carry your message. Jn Honolulu, where the concen- 
trated population of Hawai ts, the Star-Bulletin has a carrier 


delivery to nine out of ten homes. 


Honolulu Star-Bulletin 


OVER 150,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO SPECIAL SERVICE DEPARTMENT, 
HONOLULU STAR-BULLETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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duced by Senator Kenneth Wherry 
| permitting publishers to decide for 
|themselves whether for tax pur- 
| poses, they wish to classify circula- 
| tion promotion expenses as capital 
| investments. 

Renewed interest in the Wherry 


6 
Decide Status of 
bill stems from a decision of the | 
. : ‘tax court handed down a few | 
ircu a ion 0s § weeks ago fortifying the unyield- 
scription lists must be considered | 
/a capital investment, and is there- 
Washington, Nov. 2.—High on | will not be time for the present 
the list of financial matters which| Congress to have hearings and 
|enue has consistently held that 
off sums which can be explained as 
necessary to maintain the list of 
lisher could decide for himself, 
aware as he is of the advantage 


Oo! 
1 | 
Special Editions, sections, pages are sold : 
solid and on an insured program. 4% 
Free survey at your request! 

PORTSMOUTH, NEW HAMPSHIRE 


SOLD! SOLID! » SOLD! SOUN 


Koss Grevens 


ing contention of the Bureau of 

Internal Revenue that any expen- | 

Argue Whether They 'diture designed to expand sub-| 

Are Capital or | 

: E |fore not deductible from taxes as 
Maintenance XPeENnse an operating cost. 

It is generally agreed that there 
the new Congress will probably | clear the Wherry bill from the 
take up when it assembles after the | finance committee. 
first of the year is the bill intro-| Through the years, Internal Rev- 

publishers must capitalize money | 
|spent to win additional readers, 
| although it permits them to write 
readers at the level existing at the 
beginning of the year. 
Under the Wherry bill, the pub- 


or disadvantage of capitalizing | 
these expenditures, whether he | 
cares to pay taxes on them, or add | 
them to the book value of his | 
business. The bill, and the court | 
ruling, deal only with expenditures | 
for circulation purposes, there | 
being no question about expendi- | 
tures for the purpose of selling | 
advertising. | 

The most recent decision, involv- | 
ing promotion efforts of the Jour- | 
nal of Living Publishing Company, | 
New York, marks another in an| 
unbroken series of legal victories | 
for the Bureau, important chiefly | 
because in this opinion, the court | 
tries to define the point at which | 
such expenditures pass from the | 
realm of operating cost to capital | 
investment. Significantly the court | 
held that the publisher must prove | 


to the tax collector that the ex-| 


penditure is for maintenance rather | 
than expansion purposes. 


Court Gives Views | 

From the point of view of the| 
court “the circulation of a maga- | 
zine or newspaper is an intangi- | 
ble capital asset which must be | 
continually supported by bringing 
in new subscriptions to those which 
are continually expiring.” The cost 


= 


| 
| 


| 


does it-in Philadelphia 


What is the significance of the statement that in Philadelphia 


nearly 4 out of 5 families daily read The Evening Bulletin? 


| by adequate proof that the total 


| constituted 


| weeks ago, Internal Revenue Com- 


| factory building as 


It means, for one thing, that The Bulletin has built the largest 
business of its kind in the country and has done it, by the way, 
simply by producing, advertising, and thoroughly distributing 
a good product. It means, too, that for all practical purposes 
The Bulletin circulation of 600,000 gives the advertiser 


thorough coverage of the nation’s third largest city. 


In Philadelphia — nearly everybody reads The Bulletin 


Advertising Age, November §, jg, 
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Venereal Disease 


A CHALLENGE TO LEADERSHIP 


Lv i 


Aa a it 
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is a family affair 
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THIS IS YOUR CHALLENGE! 


_ 


CANADA FIGHTS VD—Here are two of the series of ads released to al! Cana. 

dian dailies, weeklies and weekend papers and selected magazines, to run 

between now and mid-December, in behalf of the Dominion's battle against 

venereal disease. The drive was authorized by the Department of National 

Health and Welfare. Harold F. Stanfield Ltd., Montreal, is the agency in 
charge. 


of supporting the circulation is “an | ing case, most agree that Interns 
ordinary and necessary business | Revenue has interpreted the capits 
expense,” the tax court here held, | investment angle reasonably, wit 
but “the cost of building up or|regard to circulation expense 
establishing a circulation structure except in cases of unusually larg: 
is a capital expenditure, and it is| campaigns obviously intended t 
not deductible in determining the | reduce excess profits taxes. 
publisher’s taxable income.” Passage of the Wherry bill or; 
“If the expenditure is made for|similar measure would remov 
the purpose of supporting the cir-| whatever element of doubt noy 
culation structure,” the court ex-| exists, they say. 
plained, “the incidental fact that 
the number of subscribers is 
thereby increased will not make a 
capital expenditure. It is the char- 
acter of the expenditure which is 
determinative and that is depend- 
ent upon its general purpose, 
rather than upon its incidental re- | 
sult.” | New York, Nov. 2.—In what is 
In deciding the Journal of Liv- | believed to be the first price cut 
ing case, for instance, the court| of hearing aids since Zenith Radio 
dealt with these facts: Circulation | Corporation brought out its $40 
of the magazine fell during 1939 | model last fall, Acousticon, prod- 
from 31,400 to 18,901. By the | uct of Dictograph Products, Inc. 
expenditure of $13,322 for direct|is offering three vacuum _ tube 
mail promotion, the list was pushed | Models, one to sell at $79.50 and 
up to 29,421 by May 31, 1940. | the other two at undisclosed 
During the following year, how- | higher prices. 
ever, the publisher spent $17,904| The hearing aid is offered at this 
for promotion, an increase of 34% | Price “complete, including custom 
and his circulation jumped to an | @ar-mold,” and including “scien- 
all-time high. tific fitting to the individual need 
| by the new, exclusive Acousticon 
| Speech-Hearing Test.” 
| Advertisements of about 75 lines 
prepared by Ruthrauff & Ryan 
Inc., New York, are being placed 
by dealers in newspapers through- 
| out the country, and the compan 
‘is using full pages in Novembe 
| and December issues of Liberty ' 


hos | announce the new “Future Acous 
n- 


Acousticon Cuts 
Hearing Aid Cost 
to $79.50 Low 


“Increased Capital Assets” 


Noting that subscriptions pro- 
vided nearly a third of the firm’s 
income, the court commented that 
“as a result of its increased activi- 
ties and expense, the petitioner 
acquired a large and valuable in- 
crease in capital assets, and 
earning power was thereby 


speewig- ge F : dy fs 
creased.” Therefore, the court re- Here Life will be used early 
jected the contention that the Featuring Acousticon as_ the 


increase in circulation should be 

classified as a business expense 
~ . yr ~ se ; 

because it was “simply an unex-| copy message stresses the com: 

pected result of its effort to restore pany’s experience in manufactur 

its circulation to its former level.” | 


z On |ing hearing equipment “for the 
The petitioner has not shown | government — use in planes 


tanks, jeeps, walkie talkies” 

“a ‘must’ was the sure and unmis 
takable understanding of < 
sation.” The scientific fitt 
each individual need, and “! a 
instrument which will fit all es 
and is little more than an ° 
fier,” will also be a keynote 
campaign. 


“conversation hearing aid base¢ 
on U. S. government finding,” the 


amount expended by it during the 
taxable year was necessary to sup- 
port its existing circulation struc- 
ture,” the court commented. “In- 
deed it appears that the income 
from the magazine subscriptions 
st a large part of the 
petitioner’s income for the year, 
and that a larger circulation should 
be desirable from a financial point 
of view.” 


Newman Heads Resear! 
In a_ statement ri) 


Martin J. Newman, former 
general advertising and sal rt 
motion manager of America 
Corset Company, has joine 
man-Shane-Breyer, Los A! 7°!& 
as director of research. 


issued several 


missioner Joseph D. Nunan Jr. | 
compared the promotion expendi- 
tures tax situation with the taxes 
of expenses incurred in maintain- 
ing a factory building. “Ordinary 
costs of maintaining the circulation 
of a publication may be deducted 
for income tax purposes,” he said, 
“but in the case of extraordinary 
expenses designed to increase cir- 
culation, the deductions must be 
capitalized and cannot be deducted. 

“Under the 


— 


“MEET YOUR CONTRACT )I- 
BUILDER CUSTOMER - 


the sensational descriptive book! 
the Building Market. Contains inf 


tol same set of prin- tion impartially presented that's 
Ciples, a manufacturing concern understood about the building th 
can classify routine repairs to a the talking is about. 


‘current oper- 
but must classify 
remodeling a factory 
as ‘capital expenditure.’ ” 


PUBLISHERS NOT TOO 


WORRIED OVER TAX STATUS 

New York, Nov. 2.—While rep- 
resentative publisher groups here 
are greatly interested in the 
Wherry bill, and several expect to 
enter briefs in the Journal of Liv- 


Send for a copy of this bookle 
off the press, or ask your adve’ 
agency about it. 


ating expenses: 
the costs of 
building 


PRACTICAL BUI 


59 East Van Buren 
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McGUFFEY did more than make 
new millions of readers—he inspired 
anew way of life. 


TRUE STORY did more than create 
new magazine readers—it opened an 
influential route to hitherto un- 
reached millions. 


[WO GREAT FURLES which made NEW MILLIONS RESPOND 


POt STURE HF HH EERE EE FEF 


Some of the November True Story. 
eatures and Narratives that Help Solve Wage 
Earner America’s Problems Today 


How one absentee working mother met a daughter’s love 
ee a se ee Oe es ee ey 


How the soldier-hero learns to acclimate himself to hum- 
l,l rT 


isther Kimmel shows how Home Economics works in the 
home, notintheory ....... . . . PageT77 


Now, more than ever before, what the common man thinks—what he buwys—will control 
our collective and individual destinies . . . perhaps forever. 

What are the things that move him; what stimulates him to say yes or no...act or be still? 

On this page are reproduced two of the time-proven routes to his heart and mind. One 
is the biblically simple schoolroom text from one of the 120,000,000 McGuffey Readers 
that were printed. Here were lessons in reading that held even the wavering truant and 
inspired among hundreds of millions, as Henry Ford points out, the fundamental virtues 
of truth, honesty, fair dealing, initiative, invention, and self-reliance. 

The other is True Story. Here you find the same ““common touch” that made and makes 
millions respond. Here you find the same sincerity and realism that blazed a trail of its own. 
You see its influence on the basic pattern of older magazines, radio, newspapers, and ad- 
vertising itself. You see its record of premium-priced circulation and advertising leader- 
ship in your own media files. But of even greater importance and value to advertisers is 
True Story’s high place of influence and leadership with its millions of Wage Earner readers. 

And never before has True Story’s top coverage and selling power in the Wage Earner 


market been so needed, so rich in opportunity, be it for greater understanding or greater sales. 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE TRUE STORY 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE TOWARD BUILDING THE AMERICA WE WANT. 
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Organize for 
Brand Name Lines 
in Super Markets 


Chicago, Nov. 2.— Headed by 
Fred Zeuch of Wieboldt’s, Chicago 
department store, Food Coopera- 
tive, Inc., has been organized to 
develop a cooperative buying pro- 
gram for super market operators 


THE BAKING INDUSTRY MAGAZINE 


FACT No. 7 — 
BAKERS' HELPER, Ameri- 
ca's oldest bakery maga- 
zine, leads all bakery 
publications in number of 
paid subscriptions going 
into bakeries. There must 
be good reasons for this. 
Write for them. 


270 Broadway, New York, 7, N. 


TN. 
SHED EVERY TWO WEEKS 


and other distributors, it was re- 
vealed this week. Previously, ru- 
mors in the trade field had Su Mar 
Foods, Inc., Chicago, as the exclu- 


sive group entering on a program | the member is entitled to select a| 


to create a private label line for 
super markets. 

With Food Cooperative’s an- 
nouncement there are now two 


| bers,” are processors of quality 
|foods, with each the exclusive 
|source of certain lines until the 
| demand exceeds his capacity. Then 


second packer to furnish the same 
| item. Cost of membership is not 
“beyond normal,” it was said. 

| Given as the reason for the 


Advertising Age, November 


Food Editors Put 
in Busy Week at 
Chicago Plants 


Chicago, Nov. 3.—Some 30 food 
‘editors of midwest newspapers 


new cooperative agencies to serve | super market operators’ entry into | drew a deep breath this afternoon, 


affiliated packers, jobbers and re- 
tailers. Su Mar Foods will act as 
sales agents for processors pack- 
_ing under the Su Mar label and 
as supplier to a selected list of 
distributors marketing under this 
label. Food Cooperative will func- 
tion as a cooperative buying 
agency for super market operators 


-|and other distributors, with a con- 


trolled label yet to be determined. 
| Su Mar’s cooperative plan was 
/outlined in a letter representative 
/manufacturers received recently 
|from the corporation, in which it 
|was said that approximately 90 
|distributors are interested in the 
|development through them of a 
|complete assortment of foods, in 
cans and glass, under the Su Mar 
label. Those eligible to join what 
the letter describes as ‘“‘a sales or- 
| ganization for its packer mem- 


|the private label field is their be- 
| lief that price will be emphasized 
in food retailing postwar, when 
they will have the controlled label 
as a weapon in the fight for vol- 
ume. 


Form Nargus Divisions 


National Association of Retail 
Grocers, Chicago, has formed pro- 
duce and meat divisions to help 
the independent retail grocer de- 
velop those departments in his 
store. Director of the produce 
division will be Ben B. Vail, for- 
merly eastern dealer _ service 
supervisor of California Fruit 
Growers Exchange. J. H. Seissiger, 
formerly director of meat opera- 
tions of Albers Super Markets, 
Cincinnati, will head the new 
meat branch. 


‘after a week of intense activity, 
'and asserted unanimously that the 
|first food editors-manufacturers 
| conference, arranged by the News- 
paper Representatives Association 
of Chicago, was educational, stimu- 
lating and very much worth while. 
The manufacturers who took the 
group on a whirlwind round of 
|laboratory and plant tours, break- 
|fasts, luncheons and dinners, also 
|seemed unanimous in their belief 
that the week-long conclave was 
of great value, and expressed the 
hope that similar sessions could be 
held at intervals. 
| The newspaper food editors 
started off Monday with a session 
|at the Blackstone Hotel, where 
|they were quartered, and there- 
after got a new insight into the 
|food business through contacts 
| with the plants and major execu- 
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I would like to express an 


Investment 
thru 


Counsel 


Ob 


. the only ABC plastics paper 
.. the authority on the subject 
. the established institution in its field 


ERN 
LASTICS 


| 
U 


_ one of America’s great industrial publications: 


appreciation! 


Because of the extensive invest- 
ment we have in the present and 
future of plastics, as they 


apply to lighting, it 
becomes necessary for 


often 
us to 


seek guidance and counsel from 
those whom we regard as plastics 


authorities. 


You folks at Modern Plastics 
Magazine have been most coop- 


erative. 


The eagerness with 


which you have responded to our 
innumerable requests for 


information and your 
prompt follow through 


consistent, 
with in- 


valuable up-to-the-minute data, 
deserve a sincere "thank-you". 


Hence this note, 
also subscribe my per 
regard and best wishe 


Jacob H. 


VICE 


MAGAZIN 


to which I 


sonal high 
S. 


Blitzer 
PRESIDENT 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


PUBLISHED BY MODERN PLASTICS, INC. 
122 EAST 42nd STREET, NEW YORK I7, N. Y. 
Chicago * Washington * Cleveland + Los Angeles 


exploitation for Monogram Pic- 
| tures Corporation, and not na 
| tional publicity and advertising 


| director, as incorrectly reported i 


| publicity and advertising director 


tives of such organizati 5 
Armour & Co., Nationa! [a), 
Council, Quaker Oats C 


son & Co., Libby, McNeill & 
John F. Jelke Company 
Cheese Company, Swift & 
General Mills. 

They were shown new ; 
and new processes, info: 
developments and problen f the 
food industry, and given e' 
portunity to learn more a! 
uses and the manufacturi: 
esses of many of the food 
they write about daily. Bo: vid 
ufacturers and editors agreed th» 
the experiment sponsored 
Newspaper Representative 
ciation was eminently wort! 
and the enthusiasm which ¢; 
the project indicates that 
meetings will again be held 
as well as in other section: 
country. 


John H. Miller 
Heads Koroseal Sales 


John H. Miller, manager of ag. 
vertising and sales promotion {o: 
Mennen Company, Newark. fos 
the past four years, has been ap. 
pointed to the same position { 
Comprehensive Fabrics, Inc., Ney 
York, distributor of Koroseal, Pre. 
viously, Mr. Miller was _instity. 
tional advertising manager for | 
Bamberger & Co., Newark depart. 
ment store. 


Evaporated Milk Associati wa 
) 


Monogram Appoints 

Harry Goldstein, formerly man. 
ager of the M&P Franklin Par} 
theater, Dorchester, Mass., has 
been appointed special representa- 
tive in charge of eastern theater 


ADVERTISING AGE on Oct. 16. Lou 
S. Lifton continues as _ national 


with headquarters in Hollywood. 


STABILITY 
COUNTS 


NOW - AND 
IN THE 
POST - WAR 
WORLD! 


: 
; 
f 


| 
| 


“ 
1 


Tue rich markets of 
Richmond and Virginia, 
covered by Station 
WRNL, are stable 
markets . . . the mar- 
kets you will want to 
cultivate for present and 
post war sales. 


For first choice, then, 
you'll choose the stable 
Richmond station. As 
proof of WRNL'scon 
stancy we present the 
following facts. 


070.8% OF THE NATION AL 
ADVERTISERS ON T'S 
STATION ARE RENE’’- 


88% OF THE LOCAL 4°- 
VERTISERS OW TH'S 
STATION ARE REN! - 
ALS. 


Advertisers don't renew 
contracts unless the me- 
dium they use "pays off" 
in results. 
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» 1944 ; 
‘What percentage of U.S. women read each 
We 
tue f 9 e be fe 
th 
i of the women’s service magazines today‘ 
f the _ IS ONLY ONE of many questions answered in Latest findings on women’s magazine readership 
the Third Report of the Continuing Study of since drastic paper cuts began to make themselves 
Women’s Magazine Audiences. It’s just off the press! felt. 
: ‘ Illuminating studies of readership intensity in th 
: ” HERE ARE new facts and figures that belong in Pr ssc epi rere ee Te TE 
ion fo4 every advertising department. ; 
rk, faq “y — Percentage of total women in each age group who 
ion a read each of the four women’s service magazines! 
* ae Geographic and economic breakdowns, too! 
a You'll want to examine the wealth of data re- 
depart. vealed in this new study by Elmo Roper. You'll 
want to keep this report handy, for constant refer- 
: ence. If you haven’t a copy already, write us for one. 
ly man- 
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3 EdgarKobakNamed 
| Mutual President, 
Effective Nov. 20 


-_ | 

| 
#3| New York, Nov. 1.—Reports that 
4 |Edgar Kobak, retiring execulive 
| vice-president of the Blue Net- 
| work, would succeed Miller Mc= 
|Clintock as president of Mutual 
| Broadcasting System were con- 
ba |nrmed yesterday when the MBS 
f4\| board of directors announced Mr. 
@ | Kobak’s election, to become effec- 
@ | tive Nov. 20. 

: | The board stated, in making the 

|announcement: ‘As Mutual enters 
its second decade we feel particu- 
i larly fortunate in securing Edgar 
#| Kobak to help us carry out plans 
to improve our service to the 
American people. 

“We plan to develop all future 
|}services made available through 
| the progress of the electronic art 
such as FM, television and fac- 
|simile. We feel that under the 


| direction of our new president who|in 1942, Mr. Kobak was res ng. 
‘has had broad experience in the | ble with Mark Woods, presic , ,; 
‘field of publishing, advertising| the Blue, for building and el. 
'and broadcasting, we will achieve | oping the Blue to its prese: 
‘the high goal that we have set/cessful position in the inc 1, 
_for ourselves. We begin this new | Recently at the Blue, he ha_ ¢¢, 
'decade with renewed vigor and/in charge of television, fac ni, 


| confidence. 
Will Enlarge Organization 


“Mutual plans to enlarge its or- 
ganization and will put particular 
emphasis on programming, deter- 
| mined to supply the listening pub- 
\lic with the finest diversified pro- 
'gram_ schedule ingenuity and 
| money can produce. We want to 
make freedom to listen worth- 
| while.” 
| In accepting his new duties, Mr. 
/Kobak said “I feel very humble 
)about my expanded opportunity 
'to serve the listening public in the 
|new horizons and larger oppor- 
ttunities which lie ahead.” 
| In taking over the presidency of 
| Mutual, a position Mr. McClintock 
has held for the past two years, 
Mr. Kobak is particularly fitted 
| to guide the network in its “plans 
‘to enlarge its organization.” As 
executive vice-president and gen- 
/eral manager of the Blue, when it 
became an independent network 


| 
| 


“by the company it keeps” 


‘A’ is for Allegheny Ludlum steel. ‘B’ is for Bayuk cigars. ‘C’ is for 
Conti products. And so on through the alphabet to ‘Z’ for Zonite. 


Midway in the alphabet is a big ‘M’ for Mutual, which serves all 


these clients, which is proudly known by the company it keeps, 


and which currently adds more prestige advertisers to its roster. 


Three more leaders in three more fields are signing with Mutual 


within this six-week span: 


a 2 ae 
WALTHAM warcH 

; on; 
COMPANY OCT. 11, 1944 
UNION PACIFIC 

; RAILROAD OCT. 15, 1944 
t. + 

_ THE GOODYEAR TIRE 

_  & RUBBER CO. NOV. 21, 1944 


bk 


seopapeoa 


PROGRAM ain Time. 
SUMNER WELLES 10-10:15 pm EWT 
“Time for Decision” WEDNESDAYS 
“YOUR AMERICA” 4-4:30 pm EWT 
Variety-Drama SUNDAYS 
“THE ROY ROGERS SHOW” 8:30-9 pm EWT 
Singing Cowboy TUESDAYS 


Yes, the move is surely to Mutual, and if you move swiftly, you 


can still find the best time-buys in radio, at peak listening hours, 


on this network. 


this...is \dutual 


Advertising Age, November ¢ 94; 


‘ 


|and FM postwar plans and e]. 


/ opment. 

Mr. Kobak’s_ business 207 
started in Atlanta where he ey; 
five years with the electrica : 
neering department of the G +4); 
|Railway & Power Com; ny 
This was followed by 18 2a 
with McGraw-Hill Pub! «jing 
Company, New York, whi he 
left in 1934 as vice-preside { jp 
charge of sales to take a ilar 
position with NBC. Mr. kobak 
was then vice-president of Lord 
& Thomas, New York, uniil he 
resigned in 1942 to help set y 
the Blue Network. He has been 
president and board chairman of 
the Advertising Federati: of 
| America, a former board member 
of the American Managemen: As- 
sociation, and has been active jn 
numerous business and_ profes- 
sional organizations. 

The Blue has not yet named a 
successor to Mr. Kobak, nor has 
Mr. McClintock announced his fu- 
ture plans. 


Marketing Men to Meet 


National Association of Market- 
ing Officials will hold its 25th 
anniversary meeting to discuss 
postwar marketing problems Dec 
5-7 in the South Agricultural 
building, Washington, D. C. 


Directs ‘Sun’ Research 


A. H. Middleton, former na- 
tional advertising manager of the 
Vancouver Sun, has been ap- 
pointed director of research and 
market data. He is succeeded by 
S. R. Kyle of the sales staff. 


‘Herald’ Changes Format 


Montreal Daily Herald switched 
from standard eight-column for- 
mat to tabloid form Oct. 23. The 
paper is entering its 134th year of 
publication. 


We Believe 
TOMATOES 
are Here to Stay 


The Rio Grande Valley hi 
mammoth shipyards or mur lionh 
factories but it produced ove: *! 
000,000* worth of tomatoes in 12 
month season, September to > | (em 
ber. And we believe folks be 
eating Valley tomatoes long ali the 
war plants are empty and idle 


The Valley towns form a co opal! 
group isolated by distance fr: iny 
close market. There’s a $22! 
market here that won't be affe: -( }) 
post-war reconversion. It is hed 
| effectively only by the Rio inde 
Valley Group. 


*Tex. Bur. Bus. Resear 


Tie it up in the 
TIP OF TEXAS 
with the .. . 


BROWNSVILLE HERALD 
| HARLINGEN VALLEY MORNING * 
McALLEN VALLEY EVENING MO’ OF 


Headquarters: HARLINGE’ 
Representatives 


| 
| 
| 
| 


TEXAS DAILY PRESS tb acu 
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Four years ago a {2-state survey indi- 


—- —_— 


cated that 38.4% of its subscribers 


e 
.S 
tay considered The United States News the 


h nt 
nun tion 
ver 17. 

Se otem 

be 


after the most important of all magazines ae Every week and week after week the im- 


portant news of national affairs is spot- 


, act analyzed in pictures, Pictograms and in 
, y P . P ‘ . 

rt — simple English—celear, crisp, concise. 

»( al) 

le 1 by 

| hed * 

) ind 


Today 52.6% vote it the most important 


among all magazines they read.... 


1is is one of the few 
e rs hat I follow through 
‘ reme interest and atten- 


Dan 
4 lb Dietz, President es ae Vice President lideertioian 
ovr ORPORATION , (Detail of these parallel surveys will be mailed on request) $0 Rockefeller Plaza. New York 20, N.Y. fe 
FE x v 
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facut IE’ § OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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A Good Start 


Because the tempo of marketing 
will be speeded up through more 
aggressive and more general ad- 
vertising in the reconversion and 
postwar periods, we believe that 
one of the most interesting phe- 
nomena of the immediate future 
will be the large number of new 


advertisers who will be trying} 
their wings for the first time. | 
They will include not only new 


companies starting with new prod-| 
old companies | 


ucts, but many 
which for competitive and other 
reasons will decide that they can 
no longer afford to remain in the 
ranks of non-advertisers. 


These advertising neophytes, it| 


seems to us, deserve all the help 
and cooperation which it is possi- 
ble to give them. They need to be 
developed gradually, rather than 
rushed into activities for which 


they may not be prepared either | 
from the standpoint of sales and| 


organizational facilities or psycho- 
logically. In other words, they 
need education in advertising and 
marketing so that initial successes 
may be used as a foundation for 
sound future expansion 
velopment. 


It is not generally recognized 


that a successful advertiser needs | 


a more efficient organization than 
the company which is not using 


and de-| 


in Advertising 


|this method of accelerating busi- 
/ness progress. For one thing, he 
must know his markets better, and 
that demands research. He must 
know his competitive position ex- 
actly, and understand the weak- 
nesses and strengths of the com- 
panies with which he must share 
the market. And he must have 
|a tighter knit, more closely inte- 
| grated sales and advertising or- 
| ganization if he is to make adver- 


|in a real sense. 


10 Cents a Copy, $2 a Year 


tising a part of the marketing team | 


| Many times the new advertiser | 


lacks one or all of the qualifica- 
| tions required for maximum suc- 
cess. Thus when he starts his 
adventure in making his story 
familiar to the trade and the pub- 
lic, he must orient himself to the 
factors which are indispensable in 
making advertising profitable but 
which may not have been so im- 


at a slower pace. That is why we 
believe that advertising agencies, 
media and other creative groups 
in advertising will render a serv- 
ice to individual companies and to 
advertising as a whole by seeing to 
it that 
|}and promotion establish sound 
fundamentals first and make a 
safe and sure start on their road 
to advertising success. 


Another Threat from Washington 


When Senator Wherry, of Ne- 


braska, called attention several 
months ago to what he believed 
was a threat to the publishing 


business, a new policy of the 
Treasury Department labeling all 
circulation expenditures over the 
amount needed to maintain cur- 
rent volume as a capital invest- 
ment, not deductible from income 
as a business expense, his warning 
The 
Treasury had never applied any 
such policy, certainly not gener- 
ally, 


was not taken too seriously. 


lieve that they would be called on 
to defend the customary practice 
of planning circulation promotion 
rate calculated to insure a 
steady and reasonable growth. 

If, as we now hear from Wash- 


at a 


ington, the Treasury intends to 
carry out this policy and is press- 
ng a test case in which it has 


won a victory in the Tax 


advertisers 


already 


Court, publishers and 


are confronted with what may be- 
problem in the 


expanded facili- 


come a “se! 
effort to provide 


ties I 


ous 


which will 


promotion, 


and publishers did not be- | 


|be demanded by the need for in- 
creased business activities 
war. 

In its efforts to increase tax col- 
lections by voiding a part of nor- 


post- 


portant when the business moved | 


Advertising Age, November | jy, 


The Reardon Co., in American Paint Journal 
"Hell no, | can't paint your house with Bondex—we're having a Convention-at- 
Home!" 


‘Retire’ Develops Ire 
Reproduction in this column, a 
couple of weeks ago, of the “Time 
to Retire” cartoon in which Presi- 
dent Roosevelt’s likeness was sub- 
stituted for the original youth, has 
resulted in a good deal of cor- 
respondence, the saltiest being the 
following telegram from Ted Pat- 


,to take leave of our 
humor and our sense of balance. 
| We have no patience with those | 
who consider every action of the 
present administration as sinister 


; 


|rick, chairman, Advertising Men 
and Women for Roosevelt, New | 
York: 

MORE THAN 200 ADVERTISING 
EXECUTIVES, COPYWRITERS, ARTISTS, 
PRODUCTION MEN, RADIO SCRIPT 
WRITERS, SPACE BUYERS, ACCOUNT 


| EXECUTIVES, OFFICE PERSONNEL, ETC., 


| MEETING 


new users of advertising | 


| PRESIDENT ROOSEVELT. 


mal business expense, the Treas- | 


ury will not only place a serious 
burden on the expansion of young 
and growing publications, but will 


seriously interfere with the func-| 


tioning of the competitive system 
in the publishing field. It will tend 
to freeze circulations instead of 
permitting them to grow at a nor- 
mal rate and thus provide adver- 
tisers with effective and 
low-cost coverage. 

The Treasury Department may 
have a technical argument regard- 


more 


ing the treatment of expense used 
to build additional circulation, as 
contrasted with that 
maintain the old, but from the 
standpoint of common and 
the good of the country, its posi- 
tion is thoroughly untenable. We 
hope that all publishers and their 
whatever steps 
are necessary to fight this threat 
to the last ditch. 


needed to 


sense 


associations take 


AT MIpSTON HOUSE NEW 
YORK LAST NIGHT VOTED UNANI- 
MOUSLY TO CONDEMN YOUR BAD 
TASTE 
INSULTING CARICATURIZATION OF 
WE BELIEVE 
YOUR EVALUATION OF _ POLITICAL 
CAMPAIGN HUMOR MARKS A NEW 
LOW IN JOURNALISTIC ETHICS IN A 
FIELD WHICH ALWAYS HAS STRIVEN 
TO MAINTAIN ITS WELL BALANCED 
DIGNITY. SURELY IT IS NO INTELLI- 
GENT CONTRIBUTION TO THE CONDUCT 
OF AN _ ELECTION 
WHICH THE FUTURE OF AMERICA DE- 
PENDS. WE REQUEST THAT SUITABLE 
APOLOGY BE PRINTED IN YOUR OCT. 
30 oR Nov. 6 ISSUE AND BE GIVEN 
PROMINENCE EQUAL TO THE ARTICLE 
CENSURED HERE. 

This communication does not 
make us angry; it makes us sad. 
As we have informed Mr. Patrick, 
we do not believe (a) that the 
caricaturization was insulting, but 
that it was good humored, apt, and 
entirely fit for comment in this 
department because it made use of 
a widely-known advertising slo- 
gan: and (b) that the editorial 
staff members who saw it in ad- 
vance of publication—at least half 
of whom will cast their votes for 
Mr. Roosevelt tomorrow—unani- 
mously agreed that it created a 
chuckle. None of them—the poor 
benighted idiots—recognized that 
we would be setting “a new low 
in journalistic ethics” by publish- 
ing it. 

This department feels strongly 
that deep political convictions are 
important, but it feels equally 
strongly that the situation bodes 
ill for the country if we are all 


ithis sort of thing, even 


IN GIVING PUBLICITY TO AN | 


| 
| 
| 


CAMPAIGN ON) 


sense of 


and horrible, simply. because the 


| communities, 


administration takes it; but neither | 


have we any patience with those 
who think it sacrilegious to con- 
sider the President a mortal, and 
not a god. 

There have been many insulting 
caricaturizations of Mr. Roosevelt 
and of the members of his natural 
and official family; to our way of 
thinking, the “Time to Retire” 
caricature was not among them. 
If we can’t get a chuckle out of 


portrays our own favorite, we very 
much fear that our outlook is 
warped beyond repair. 


Big Business 

An indication of how newspaper 
promotions get into the big busi- 
ness classification is given by the 
Chicago Tribune, detailing the op- 
erations of Chicago Tribune Chari- 
ties, Inc., beneficiary of most of 
the big-league promotions put on 
by the newspaper. 

So far this year, 78 checks total- 
ing $459,500 have been mailed to 
charitable and benevolent organi- 
zations and institutions in the area, 
representing net proceeds accruing 
from the Golden Gloves tourna- 
ment, five days of charity racing 
at Washington Park, and the Chi- 
cago Music Festival. Proceeds 
from three additional events—the 
All-Star football game, six days 
of racing at Sportsman’s Park in 
November and an All-Star bowl- 
ing tournament in December—are 
expected to raise this year’s con- 
tributions to more than $700,000. 

This is the 17th year of Chicago 


Tribune promotions of this type, 
and in this period more than 
$2,000,000 in profits have been 


turned over to various charities. 


Jottings 

Presbyterian Outlook’s 125th an- 
niversary announcement contains 
an interesting genealogical tree of 
the magazine, showing how its an- 


|}mechanical requirements, circul 


'for quick reference. 


when it} 


The following documer’  ,», 
be secured without charg fy, 
companies sponsoring th : 
through ADVERTISING AGE, 
national advertiser or adv. js), 
agency executive writing ) ). 
business letterhead. 


No. 2416. The Kansas Rad; 
ence of 1944. 

WIBW, Topeka, and KCky 
Kansas City, have published thy 
eighth consecutive annual s\.udy o 
Kansas radio listeners, compile; 
by Dr. F. L. Whan of the Unive;. 
sity of Wichita. It covers a sury 
of districts and areas, radio sets j 
Kansas homes, station preference 
listening habits and hours, an 
program preferences. 


No. 2417. Tri-Cities. 


Tnis new folder tells a popula- 
tion story of the Tri-Cities are; 
and pictures the postwar manv. 
facturing outlook, as set forth b 
the Moline Dispatch and _ Roci 
Island Argus. 


No. 2418. The Census Burea) 


Matches Names. 
This newly - revised | brochur 
presents an analysis of Successfy 
Farming families in relation 
farm families within the same 
within the publica- 
tion’s 15 primary states, and with- 
in the nation. Data is based on 
special tabulations of the 194 
Census of Agriculture, Housin 
and Population. 


No. 2414. Fingertip Data for 194; 

Electrical West has issued th 
folder, which contains essentia 
facts about the publication, in 
cluding schedules, closing date: 


Ludi. 


tion, rates and markets, arrangé 


No. 2415. It’s WEEI, Boston. 

Station WEEI, which celebrate 
its 20th anniversary Sept. 24, ha 
issued this brochure, which tell 
the history of its career from the 
|opening night to the present, re 
lating developments and improve- 


|ments, broadcasts of particula 
note, community service, am 
so on. 

No. 2404. Something New Has 


cestry goes back to The Mission-| 


ary, published at Mt. Zion, Ga., in 
1819. . 


Been Added to the Philadel. 
phia Story. 

New population estimat« 
metropolitan Philadelphia, a 
definition of the Philadelphi: 
area to include 14 countie » 
the basis of this new marke? - ‘ud! 
issued by the Philadelphia [00 
A detailed circulation re} 
the ABC city and retail ling 
zone and for the “plus c ig 


outside is included with 

data. 

No. 2388. Is This Strictly = Pr 
vate Fight ... or Can Gel 
In? 

The New York Post has ued 
this broadside containing ures 
on advertising linage in N¢ o: 
newspapers, showing the ie 


gains and losses—in vario 
sifications, 1934-1943, and 
ing the first four months 
The Post geod-humored ger 
itself into the six-day vs ene 
day-figure controversy, 2! 
vides a scoreboard showin 
year trend of New York ue 
linage, six days vs six da} 


Ne. 2410. 64 Direct ‘Ciro 
Offices’ Guarantee Cov 0 
the Metal Industry. 

Metal Progress has iss 
folder, which describes t! rcu 
lation method in use by t ub- 
lication, and its effectiv 
delivering a complete co\ 
the metal producing an 
working industries. 
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When Hunger Forced Him To 


He Would 
“Beef a Steer” 
For a Single Meal 


BUT IT WASN’T SOUND PLANNING 


You CAN Cover 
The Dallas Market 


You Can Do It With 
ONE Medium 


But — 


The Dallas News 
Ils the ONLY Medium 


That Does the Whole Job. 


iliates: Radio Sta 
WFAA and KGKO- 


HE distant range is sometimes bare of food, except of course for 
the herd. To sacrifice a steer for a meal has sometimes been a 
harsh necessity, an act of justifiable wastefulness, when long days’ rides 


have piled up hoof-mileage. 


Yet sounder planning would have always considered distance and cover- 
age. To look beyond the horizon... beyond the confines of the obvious 


... to be foresighted and far-sighted .. ."#hat pays. 


Don’t underestimate the size of the range. Nor of the Dallas market. 


Nor of The Dallas News’ coverage. 


Dallas is more than a city. It is a section — the richest, most populous a 
section of Texas. It is a market of over a million homes. . 
And The Dallas News gives you, Mr. Advertiser, the controlling element ae 


among those homes al// over the Dallas market. 


Sell the Readers of The Dallas News 
and You Have Sold the Dallas Market 
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14 Advertising Age, November | jy 
manager and will also coordinate | 


NBC Announces Changes | 270" ind audience. promotion|Carstairs Mails Current Network Hooperating. 


Charles B. H. Vaill, farmer audi-| activities for WEAF. Assisting = : i 

ence promotion manager for Sta-| him will be Roy C. Porteous, for- 50,000 Election Evening Program Audiences 
MOST LISTENERS PER SET 
Tally Sheets 


tion WEAF, NBC’s New York out- merly handling promotion in NBC 
let, has been named promotion! spot sales. 


$1290 nism CORN! 


That's a lot of money to pay for a bushel of corn—but, this isn’t 


| A dow neni is Total Sponsor 
| New York, Nov. 1.—More than|!:- arker Pen News 2.99 Parker Pen C, 
50,000 taverns, clubs and hotels in| 2. Sammy Kaye 2.92 G. W. Luft Co 
its operating area will receive a| 3. Quiz Kids 2.9Q Miles Lab. 
PER copy of a radio presidential tally Most Men: Gabriel Heatter (Sunday) with 1.05 (Barb: Co 


Most Women: 
Most Children: 


Sammy Kaye, with 1.60 (G. W. Luft Co.) 
Lone Ranger, with 0.98 (General Mills) 
MOST SETS IN USE 
ssmuuraay, O550-0:65. O:., TWiki cans sissies sssbas. 
Programs: President Roosevelt (NBC & Blue) 
Your Hit Parade (American Tobacco) 
AB eo a 
Programs: President Roosevelt (NBC & Blue) 


sheet, 20 by 26% inches in size, 
which is being mailed out by Car- 
stairs Bros. Distilling Company. 
Following a plan first carried |}. 
out four years ago, Carstairs has 
drawn up a sheet, printed in red, 
blue, yellow and black on a white} 9. 
background, which lists with its 


BUSHEL 


ordinary corn. This is Hybrid Seed Corn—the seed that makes 


two and three bushels of corn grow where only one grew before. 
15° of the nation’s total hybrid seed cornfields—more than 
34,000 acres—are within 75 miles of Bloomington (the County 
Seat of McLean County) in the heart of “Pantagraph Land”. 
This rich, Central Ulinois area—that produces more than $65,- 


000,000 worth of foodstuffs annually—is a market well worth 


electoral votes each state in both a 
Dewey and a Roosevelt column. 
Space is available for results to be 
tallied five times—if necessary— 


before the final vote is reported. | 


At the top of the sheet a box is 
provided for the dealer to fill in a 
“Special Tonight” price for Car- 
stairs White Seal and soda. The 


use of Kleen-Stick on the back 


Saturday Night Serenade (Pet Milk Co.) 
B. ‘PROmey, O-TOLS Bail Bee < kes Sis 5.0: aR ae Bi wiec's cs 
Programs: Gov. Thomas E. Dewey (NBC & Blue) 
Screen Guild Players (Lady Esther, Ltd.) 
Henry Gladstone (General Cigar) 


HIGHEST SPONSOR IDENTIFICATION 


Radio Theater, 9-10 p.m., Monday, with 88.8. Correct Produ:: 


Other 0.1 (Lever Bros.). 
FIRST FIFTEEN EVENING PROGRAMS 


A 


2 


P : ; a ; |enables the dealer to display the sal : : 4 Ne 
cultivating. Reach this constant, fixed market by telling your tally on back bar or wall. Rob How Peabeaunt Co. Product ot 
' os . — wTmmwro + A . ° =e — Fibber McGee & Molly 8S. C. Johnson Co. NE 
story in the ONE NEWSPAPER that is FIRST (in fact, alone) i ‘nts McD ld Walter Winal nay Satish ties dan 
~" f “p t | I " (BAC; ; f M I ppoin Ss cvona Radio Theater Lever Bros. Lux Soap NE 
‘ . ePrace ‘ © « ai . 20ce I . ‘ » Ps ‘ “he ie “tar r ste ar me. . *ha «ak Se . He » ATR 
in its coverage o antagraph anc © coverage oO cLean Mechanical Engineering and the Foo sb Py cro ny ggg agg nar Sean Die Stams Ne 
County. 71% coverage of the Primary Trading Zone )—the | A. S. M. E. Catalog, published by | Jack Benny American Tobacco Lucky Strike Cigarets Nb: 
: . the American Society of Mechani-| Mr. District Attorney Bristol-Myers Vitalis, Ingram NB 
DAILY PANTAGRAPH v7 cal Engineers, have appointed Roy | Eddie Cantor Bristol-Myers Trushay, Sal Hepatica Nic 
“ — . . . : - : ‘ ildegarde kW Tobacco taleighs N Bt 1f 
. M. McDonald & Co., San Francisco, Screen Guild Players Lady Esther CBS 
as Pacific Coast advertising repre-|H. V. Kaltenborn LN Pure Oil NBC 
ntative. Truth Or Consequences Procter & Gamble Duz NB lf 
; sent Your Hit Parade American Tobacco Lucky Strike Cigarets CBS If 
Take It Or Leave It Eversharp CBS If 


*Includes computed measurement for Eastern Area portion of this Netw: 
Hooperatings. 


Shifts from WOR to MBS 


Otis Williams, with Station 


WOR, New York, for the past nine 
years, during which he achieved a 
record $3,700,000 of local time 
sales, has joined the MBS sales 
|department as an account execu- 
| tive. 


K&E Appoints ‘Canadian Papers Elect 


MacKey, Weir Directors Walter C. Rice, advertising ma 
|}ager of the Regina Leader-Po; 


Clement W. MacKay and Walter |. . ‘ie , i 
Weir, vice-presidents, have been | 274 Saskatchewan Farmer, < 
elected directors of Kenyon g, | been appointed assistant genere 
Eckhardt, Inc. Mr. MacKay also | Manager of the Saskatoon Star 
vice-president of Kenyon Research one aig agg Pc — 7 
pow i are — advertising manager of the Star 

irector 0 1 TOF years. Mr.) Phoenix. James Fergusson, unti 
Weir is copy director. recently assistant advertisin 

Jerry Link, art director, manager of the Winnipeg Fre 
Press, becomes advertising man 


LAND 


eA 
"NDUSTRIAL ™ 


| nen 
| To Tracy, Kent 

| Carle B. Robbins, formerly with 
BLOOMINGTON, ILLINOIS \the advertising division of the 


Established 1846 appliance and merchandise depart- 
Gilman, Nicoll & Ruthman, National Advertising Representatives ment of General Electric Company, 
New York — Boston — Philadelphia — Chicago — San Francisco | Schenectady, has joined Tracy, 
Kent & Co., New York, in an 


has 
been elected a vice-president of 


executive capacity. | the corporation. ager of the Star-Phoeniz. 
= *9 . a se, ¥ sy eo di 4 Cram as < = a e ; tere TRE 
ky” gl Pt ee ON Nee a ae _ are bate eani 


000,000,000 worth of Business! 


aa 


(Official photograph o) 
National Association of Man: °~ 
turers at the Second War Congr: °°! 
American Industry) 


Ai of these men are directors of 
the National Association of Manufacturers and virtually 
all are top officials in their respective corporations. They 


represent about $6,000,000,000 worth of business. 


y hen TIME’s Research Department checked their names against TIME subscription galleys—62.3% of them were identified as regular readers of T! 


2 out of 3 


OF THESE DIRECTORS OF THE NATIONAL 
ASSOCIATION OF MANUFACTURERS 
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B femenen OS Wiis <0 Sloan Paper Company 
4; ARIZONA 
Ph x .Zellerbach Paper Company 
T S au tieretas sees 
44 
ARKA SAS 
Lit Bethinn oss cs ce Arkansas Paper Company 
CALIFORNIA 
Et ee ee ce ee ee Zellerbach Paper Company 
t 88.7 Rresnd: aaa serves n.d > : . 
Ls rere ene A 
O: ae Tr oe ree ee es a 
- ll eee : 
. San Francisco ‘ 
S WO Saadas eas a + 
5 Stockton , 
34 9 COLORADO 


Dens ...Carpenter Paper Company 
Pueblo a “ “ “ 


CONNECTICUT 


‘BS 164 Hartford... «ee. The Rourke-Eno Paper Co., Inc. 
7 AT New BSQ@Bessewcascsas Bulkley, Dunton & Co. 
of lf 
S164 pisSTRICT OF COLUMBIA 
> It Washington..... Barton, Duer & Koch Paper Co. 

s Netwe 

™ FLORIDA 
Jacksonville....Knight Brothers Paper Company 
Miami - 7 is x 
+ Orlando. ..«3 + = " os 
“lect Tallahassee = “¢ Z- oe 
Tampa eoees + = 
sing mar 
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mer, he Atlanta ..Sloan Paper Company 

t generé 

on Stargm !DAHO 

ceeded ij Boise... 0. .Zellerbach Paper Company 

e, forme 

the Star ILLINOIS ‘ 

on. unt Oe Lee Berkshire Papers, Inc. 

: = CE le Snide ns 0A aed Chicago Paper Company 
dvertisin OS ee eee Zellerbach Paper Company 
peg Fre Springfield... . ..Capital City Paper Company 
ing man 

B INDIANA 

Indianapolis...... ...Crescent Paper Company 
IOWA 

Des Moines.... .Carpenter Paper Company 

Sioux City .. ‘ i a o 
KANSAS 

TOPPERS 60 05.015: ...Carpenter Paper Company 

Wichita...... ..Western Newspaper Union 
KENTUCKY 

Louisville... ...The Chatfield Paper Corp. 
LOUISIANA 

Baton Rouge... .. Louisiana Paper Co., Ltd. 

New Orleans.... ..The D and W Paper Co. 


Shreveport... ... ... Louisiana Paper Co., Ltd 


MARYLAND 

Baltimore........Baltimore Paper Company, Inc. 
MASSACHUSETTS 

Boston...... ..Carter, Rice & Company Corp. 

Worcester...... Charles A. Esty Paper Cempany 
MICHIGAN 

Detroit ..Seaman-Patrick Paper Co. 


Grand Rapids .Carpenter Paper Company 


it takes oceans 
of PAPER 


to launch a navy 


In the quiet of secret drafting rooms . . . and amid tumult of teem- 
ing American shipyards . . . PAPER is helping to launch the mighti- 
est navy the world has ever seen. 

Paper blueprints—200 acres of them in a single year in a single 
shipyard—keep our vessels streaming down the ways. 

And shipbuilders tailor steel armor for men-o-war with paper 
““dressmakers’ patterns,’ full size. These cutouts, called “‘tem- 
plates,’’ make construction faster, simpler, more economical. 

Truly, paper is an essentiality. It performs more than 5,000 


' NE 
tasks in creating the unconquerable armadas of the United Nations. 


~\\ a proouctor 
\| Kimberly 
Clark 


RESEARCH 


Levelcoal "PRINTIN G PAPERS 


While conserving our nation’s critical resources wherever possible, we 
are manufacturing the highest quality Kimberly-Clark paper that can 
be made under wartime restrictions. 


New York . Forest Paper Company, Inc OREGON 

New York. J. E. Linde Paper Company E ' Zellechach Paner Comp 
Oe erp err A. Price & Son, Inc. Foriand Zellerba h — —e 
New York. .Royal Paper Corporation 

ete ee -aper Service, Inc 
— Th . Paper Service, Inc PENNSYLVANIA 

a Troy Paper Corporation Philadelphia. . . .Paper Merchants, Inc 

Philadelphia. . D. L. Ward Cempany 


NORTH CAROLINA 


Charlotte 
Greensboro 


Pittsburgh The Chatfield & Woods Co. of Pa 


.Dillard Paper Company 


RHODE ISLAND 


NORTH DAKOTA Providence .Carter, Rice & Company Corp 


Fargo .Western Newspaper Union 
SOUTH CAROLINA 
OHIO G ll Dillard P ( 
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Cincinnati. The Chatfield Paper Corp Dacsaes ts eres 
Cleveland. The Petrequin Paper Company 
Columbus. he Scioto Paper Company TENNESSEE 
T he Ohio & Michig: aper Ce . 

Toledo I 1io & Michigan Paper Co Chattanndin Ratul-Baitece Panes | 

lacksor Carr Paper Company 

OKLAHOMA Knoxville Southern Paper Company 
Oklahoma City Carpenter Paper Company Men Tayloe Paper Compar 
Tulsa Fayloe Paper Company of Oklahema Nashville Bend-Sanders 4 ( 
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; Paper Service, Inc 
| ; Union Paper & Twine Co., Inc 
Baldwin Paper Company, Inc 
, Bulkley, Dunton & Co 
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ork: 122 E. 42nd St. 


Established 1872 


Chicago: 8 S. Michigan Ave. 


KIMBERLY 
CLARK 


CORPORATION 


ENAH, WISCONSIN 


-——— -—_-, >» 
—————_» 


SAVE WASTE PAPER —Paper isa vital war 
material. It is the duty of every American 
to make full use of each piece —to save all 
waste paper and have it collected regularly 


TRADE MARK 


TEXAS 
Austin 
Dallas 
Fort Worth 
Harlingen = e 
Houston L.. S. Boswerth 
Lubbock Carpenter Paper 
San Antonio ? 


Carpe ntet Paper 
“ “ 


UTAH 


Salt Lake Cit 


VIRGINIA 


Richmond Cauthorne Paper 


WASHINGTON 
Seattic Jellerl Pape 
Spokane 
W alla W 
Yakima 
WISCONSIIA 


Milw Kee I He 
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empany 
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Los Angeles: 510 W. 6th St. z) 
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500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


pas S. WABASH AVENUE 
: CHICAGO 


Swift's 20-Year 


Search Rewarded 


by ‘Amazing Lard 


| Chicago, Oct. 31.— Behind the 
/current advertising campaign 
Swift & Co. is waging for its new 
bland lard lies a story that began 
about 20 years ago, when house- 
| wives started to turn from lard to 
|all-purpose shortening—a_ trend 
a soon reversed lard from a 

7 to 3 favorite to a 3 to 7 choice. 

The packing industry naturally 
| was concerned over the inroads 
lother types of shortening were 
| making in the lard business, since 
117% of the weight of the average 
| hog is lard. Tackling the problem, 
| Swift & Co. sent investigators out 
on house-to-house calls in cities 
and towns of all sizes to ask home- 
makers just what qualities they 
|wanted in the shortening they 
used. 

The company found that 77% of 
the women wanted a shortening 


that would be both tasteless and | 
odorless; 79% asked for creaming 
ability; 73% insisted that the 
shortening be. digestible; 41% 
wanted a shortening that would 
not smoke when used for deep-fat 
frying; 61% 


that would keep fresh at room 
temperature; and 72% wanted a 
shortening with high shortening | 


power. 
Research Solves Problems 


Swift’s problem, then, was to 
produce a lard that was bland— | 
tasteless and odorless — which 
would not turn rancid without re- 
frigeration, and which would at} 
the same time retain all the ad- 
vantages of lard. Through a spe- 
cial process of deodorization, in- 
volving the blowing of super- 
heated steam through the lard 
under a vacuum, Swift’s research 
laboratories removed the odor and 
taste from lard. Next, Swift sought 
a suitable anti-oxidant that would 
prevent lard from turning rancid 
without refrigeration. Swift’s 
chemists tried over 200 different 


materials before they found the | 


answer in gum guaiac, one tenth | 
of 1% of which will keep bland | 
lard from turning rancid. 


wanted a shortening | 


The company now is using an 
extensive newspaper, outdoor and 
radio campaign to put the product 
back on two shelves in retail 
stores—on the butcher’s counter 
in competition with other lards, 
and in the grocery department, in 
| competition with standard short- 
| ening — 150,000,000 pounds of 
which are sold annually. 

The first six months of the cam- 
| paign was devoted to preaching 
| the fact that Swift & Co. offered 
|}an “amazing, new” lard. The sec- 
ond phase of the series deals with 
‘the uses of the “new type lard”’ 
and emphasizes that it “out- -per- 
forms costlier shortenings.” 


Tested in 1940 


Following tests in 1940, the| 
product was put on the market in | 
Pittsburgh and Chicago, and since 
has been placed in New England, 
the north central states, the mid- 
central states down to and includ- 
ing Kentucky and upper Okla- 
| Romna, Tennessee, Maryland and 
| Virginia. Other territories will be 
"opened up, it is reported, when 
refineries in the areas can acquire 
the necessary machinery. 

In the present setup Swift’s 
| Silverleaf lard goes off the market 


full 


in those obsolete, outmoded advertising and display pieces without delay. Uncle Sam 


needs ‘em . 


CHICAGO 


| 
A 


OLD TIMERS FIGHT FOR FREEDOM 


Ancient CATALOGS 
Antiquated FOLDERS 
Discarded POSTERS 


The Nation’s number one shortage today is used paper . . 


schedule. 


all hor H 


ERBOARD CASES 


Never-used MAILERS 
Bygone BULLETINS 
Obsolete BROADSIDES 


. you'll never miss ‘em . . 
EVERY POUND COUNTS .. 


DETROIT 


ta 
se 


. 
is 


. It is so acute 


You must help America “deliver the goods” to the fighting front. 


. put ‘em on the firing line for 


. SALVAGE YOURS NOW! 


ARVEY CORPORATION 
SERVING AMERICA’S ADVERTISERS SINCE 1905 yo 


JERSEY\CITY 


and other essential mili- 


ers made from converted 
used paper. 
ingly, relentlessly this tide 
must flow until the job 


SALVAGED PAPER 


PACKS A MIGHTY PUNCH 


Endless shiploads of medi- 
cal, food, ammunition 


ry supplies are being 
nt overseas in contain- 


Overwhelm- 


done. 


Outmoded DISPLAYS 
Out-of-date CALENDARS 
Pass¢ BROCHURES 


that many 


war plants making containers and weapons of war have been unable to operate on 


Turn 


FREEDOM. 


Advertising Age, November | 


1944 


¢ aa) : 
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COMPETITIVE—Swift & Co.'s bland 
lard “out-performs costlier shortenings,' 
current newspaper copy in an extensive 
campaign informs housewives who may 
have turned against lard. 


| wherever 
| although the label on the bland 


| brand. One - pound 


the new lard appears, 
lard carries a subtitle, Silverleaf 
cartons and 
three-pound containers are offered 

The actual campaign is a coor- 
dinated use of posting in smalle 
cities with continuous newspaper 
coverage in larger cities and par- 
ticipation in home economic pro- 
grams on 47 radio stations in as 


many cities. 

Agency for Swift & Co. is J 
Walter Thompson Company, Chi- 
cago. 


JWT Transfers Stormont 


Lowell H. Stormont, of J. Wal- 
ter Thompson’s Chicago office, has 
been transferred to the agency’s 
New York office where he will 
handle eastern activities of the 
Ford Motor Company account. 


782 million 
dollars 


in retail sales* 


the Tulsa Market 
area plus 28 bonu 
in Oklahoma 


Miss sOuri 


In 


counties 
and 


Kansas, 
Arkansas which are 
within the KVOO hal? 


millivolt area. 
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WAR AND PEACE—~—THE PARTNERSHIP OF MAN AND WOMAN 
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Painted for McCall's by Alexander Brook 


SIE ae 
Lh WARE INE CO 


The strength of America at war lies in the in the early, formative years...and, mainly Because the American woman's interests and 
moral and physical strength of its youth. at his mother’s knee. The high readership responsibilities are different from the man’s, 
America’s hope for the future rests on of McCall's articles on the care and guidance her reading interests are obviously different. 
ia ’ of the young is evidence of the American That is why no other magazines published 
the ideals and character developed in the ; 
; woman's keen awareness of this—her deep. can approach women's magazines in their 
children of today. 
and special responsibility. interest to women, It is why MeCALL’S 


* * * 


MAGAZINE has become a reading “habit” 


hile men make and enforce the laws. it is 


with one American Woman out of every five. 


MM (CM ; 


THREE MAGAZINES IN ONE 


women who guide the children. For the 


ild acquires the foundation of his character 
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Rich Joins Bruck 


J. Henry Rich, formerly with 
Lawrence Fertig & Co., New York, 
and the Florida Citrus Commis- 
sion, has joined Franklin Bruck 
Advertising Corporation, New 
York, in an executive capacity. 


Wilson Joins JWT 


William H. Wilson has joined 
'the motion picture department of 
J. Walter Thompson Company. He 
was formerly operations chief of 
OWI’s overseas motion picture bu- 
reau. 


CHURCH PROPERTY 


Covers the Field----From Coast to Coast. 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


ADMINISTRATION 


Published Bi-Monthly at Milwaukee, Wis. 


Pearce Leaves; | 
Oldest Agency in © 


‘Canada Renamed 


Toronto, Oct. 31.—Charles T. 
Pearce, president and_ general 
manager of A. McKim Ltd., Can- 
ada’s oldest advertising agency, | 
announced his resignation last) 
week. He had served with the) 
agency almost 30 years, becoming 
its general manager in 1921 and| 
its president in 1922. 


The business will be continued | 


under the name McKim Advertis- 


ing, Ltd., and will be directed by | 
six owner-members, each long as- | 
| sociated with the agency. 


The directors and executive of- 


ficers are: chairman of the board, | 


A. N. McIntosh; president, James 


McC. Baxter; Ist vice-president | 


and manager at Montreal, J. J. 


Gallagher; vice-president and} 
treasurer, J. W. Thain; vice-presi- | 
dent and manager at Toronto, D. E. | 


Longmore; and_ vice - president, 
H. R. McDougal. 
The McKim agency was found- 


@ Eight thousand miles from home in the Southwest Pacific, 
men of Ohio’s Fighting 37th had an opportunity to pay a special 
visit to the home folks... via radio. Their families heard the 
news through a front-page story in the Cleveland News, saw the 
above photo of the boys making the transcription. Several days 
later, they heard the voices of their boys in a special broadcast 
over WGAR ... the station that is proud to be “the Cleveland 
outlet for the Mosquito Network”. 


At a WGAR studio party, 
families of the men of the 37th 
received permanent record- 


ings of the voices of their 
sons, husbands, brothers and 
sweethearts. Since the south- 
ern maneuvers of 1941, the 
WGAR mike continually has 
followed our Ohio boys. 


Advertising Age, November 1944 


ed in 1889, and pioneered jp wri. 
ing and preparing advertis: » 
for clients in an era whe, mo, 
agencies were merely spac : 
ers, beginning in Canada de. 
velopment started only sho 
fore in the United States. 

In 1892 McKim’s started pyp. 
lication of the Canadian Wee 
paper Directory, the first m ve; 
create a standard reference yp, 
in the Canadian publicatio. {jejq 

Keirement of Mr. Pearce | .¢q)) 
the work done under his dir«ctio, 
in the then new and experi ent, 
field of government and ors iniza. 
tion advertising during Wor!) Wa; 
|I, which reached its zenith ;; 
| promotional effort of this | nd jy 
the present war. 


Makes 157,000 Flatirons 


Westinghouse Electric & Mf, 
Company’s appliance division a 
| Mansfield, O., is now manufactur. 
ing electric flatirons for civilia; 
| use under the recent WPB release 
| The flatirons are the first civilia, 
goods to be made at Mansfield 
|since May, 1942. Because th 
| Westinghouse quota is so small— 
157,000—no advertising or promo. 
_ tion is planned. 


ALBANY 


THE ALBANY 
MARKET 


Looks to the future with confidence bor 
of years of experience and steady growt 


POST-WAR PROGRESS 


in the market will be paced by the spi! 
and energy of firms such as this. (FIFTF 
KEYHOLE CLOSE-UP of an Albany 


business firm.) 


JOHN G. MYERS CO.—for 74 years! 
vital part of the business life of Albany 
Rated as a better class Department store 
it has built a loyal following through th 
years. Four years ago, Clay Myers, % 
Pittsburgh, purchased the firm. Under th 
direction of Mr. Myers and his two sons 
changes and improvements have o«celé’ 
ated the modernization of the store! 


operation. Their business zeal is «'0s¢!) 
linked with their civic pride and prover 
eagerness to contribute to the progres 


and development of Albany. 

In 1943 this store used 360,393 | es o 
advertising in the Albany TIMES ON 
daily and Sunday, giving the pap: 'e** 
ership by more than 13,000 lines 
Through the years, the TIMES 
has built a loyal following amon 
women. Local merchants, appr 2" 
this, depend on the TIMES UNIC ‘o'- 
* COVERAGE 

* ACCEPTANCE 
* ECONOMY 


Times Unie 


DAILY and SUNDA 
A HEARST NEWSPA —8 
Represented Nationa: 


HEARST 
ADVERTISING SERVIC! 
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‘“THE-HEARST PAPERS support 


the American system of government, 


the American Constitution, American 


institutions and American ideals.?? 


HE above is from an editorial writ- 
ten by William Randolph Hearst 
on April 21, 1935, on the policy of the 
Hearst papers. 


The American system of govern- 
ment has been the model and pattern 
of all other governments for 150 years 
because FREEDOM has been its corner- 
stone. 


The American Constitution is the 
greatest charter of guaranteed liberties 
ever struck off by the hand of man. 


The proof that American institu- 
tions and ideals are the highest on earth 


Publisher 


lies in the fact that peoples from all 
over the world have come to make 
their home here. 


Our system of government, our 
Constitution, our institutions, our 
ideals are in still greater danger today 
than when Mr. Hearst uttered these 
words. 


TODAY the Hearst papers are the 
very incarnation of the AMERICAN WAY. 


And that is why the Hearst news- 
papers are good newspapers for our 
readers and good newspapers for our 


advertisers. 


THE HEARST NEWSPAPERS 
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Advertising Age, November ( 94, 


|in rural homes and expansion of | 


the a ane line, whien Owens-Illinois’ 
now includes items. . P P 
Drive to ‘Sell 


Reynolds will soon announce 
plans for expanded advertising in} 
1945, through J. Walter Thompson | 


Reynolds Releases 
Foil for Cigarets; — 
Plugs Food Uses 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


*k * THE * x 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


New York, Nov. 2.—Aluminum 
foil for cigaret packages will be 


| available again by Jan. 1, and all 


the major cigaret companies are 
re-adopting it, Reynolds Metals | 
Company told ADVERTISING AGE 
today. One or two new foil pack- 
ages are expected to be empha- 
sized in advertising campaigns. 

Due to vastly expanded wartime | 
aluminum production, Reynolds | 
told a food editors’ meeting here 
this week that aluminum foil is 
being introduced for household 
use. It will be sold through de- 
partment, grocery and syndicate | 
stores. As food wrapping it is| 
said to be moisture proof, to pre- | 


|vent passage of odors and pene-| 


tration by light, and to withstand | 
rancidity. The foil, it is explained, | 
“clings and conforms to the shape | 


‘of everything from a cut onion to| 


a cold roast chicken.” 

Among other Reynolds projects 
for postwar are a complete alumi- | 
num bathroom unit for installation | 


Company. 


Wallinger to Sales Post 


Lester A. Wallinger has been 
appointed sales manager of the 
adding machine division of Under- 
wood Elliott Fisher Company, 


| Hartford, Conn., replacing Clyde 


Jungbluth, now regional manager 
at Chicago. 


Carroll Promoted 


Warren Carroll, general 
assistant of Diamond Match Com- 
pany, Chicago, has been appointed 
assistant sales manager, a newly- 
created position. 


Heads Basford Publicity 
Richard A. Strickland, formerly 

assistant 

Worthington Pump & Machinery 


| Corporation, Harrison, N. J., has 
been appointed publicity manager | stressing the 
of G. M. Basford Company, New| packed coffee. 


York. 


sales | 


| tions. 


Glass-Jar Coffee 


Toledo, Nov. 1.—In a nationwide 


| advertising campaign, Owens-Illi-; 


nois Glass Company has under- 
taken to boost the sale of vacuum 
packed coffee in giass. Network 
radio, magazines, consumer and 
trade publicity and a compre- 
hensive merchandising kit are in- 
cluded in the program. Earlier in 
the year Owens-Illinois went all- 
out in promoting an iced coffee 
campaign with unusual success. 
Highlighting the 10-week drive 
is the program of Fred Waring and 
his Pennsylvanians, Thursday 
nights on 180 Blue Network sta- 
Ads will appear in No- 
vember and December consumer 


|and trade publications featuring 


advertising manager of | 


“flavorful freshness of fine coffees 
preserved in resealable Duraglas 
jars—vacuum packed.” The Satur- 
day Evening Post of Dec. 2 will 
carry a full-page, four-color ad 
value of vacuum 


Store posters, free recipes, price 


WILL YOUR PRODUCT BE IN THEIR HOME-MAKING PLANS? 


4 yaa newlyweds are thinking of the time when they will 


be settled in their own home. They are planning now how 


it will be furnished and equipped. 


You, too, are probably preparing for peace, mapping out sales 
and advertising plans so as to get your product in these new 


dream homes. Now is the time to let these prospects know who 


usstes ts 


Amd HIS PEMSTIVERIARS 


a meine 
28 Bh tees RAPER EPUNEEN 


FOR RETAILERS—To merchandise ix 
10-week radio coffee selling campaign 
Owens-Illinois Glass Co. is using this | 


color poster in thousands of retail 
outlets. 
cards, newspaper mats and ip. 


struction folders are being sup. 
plied to the nation’s grocers in the 
Owens-Illinois merchandising kit 
and publicists are giving consumer 
and trade outlets recipes for delj- 
cacies prepared with coffee. 

A 12-page brochure has been 
provided for coffee roaster sales- 
men to show effective, simple dis- 
plays by which grocers can “cas} 
in” on the selling job, while “Freq 
Waring’s Favorite Coffee Cak: 
Recipe” is added as an interest- 
ing merchandising slant. 


Joins ‘Dakota Farmer’ 


C. H. Stockwell, formerly Chi- 
cago manager for the Kansas City 
Star, has joined Dakota Farmer, 
Aberdeen, S. D., as manager of its 
Chicago office. 


Arndt Gets Oil Account 


Advertising of Joseph M. Pat- 
terson & Co., Philadelphia, do- 
mestic and industrial fuel oil dis- 
tributor, has been placed wit! 
John Falkner Arndt & Co., Phila- 
delphia. 


CANADA'S 
NATIONAI 
MAGAZINE | 


EVER has Maclean’ 
Magazine played suc! 
a vital part in the lives © 
Canadians as it does t 
day. It provides the kin: 
of sound, fearless repor' 


of 


world-wide affairs 


ing Dominion an 
th: 
thinking Canadians wan 
It keeps its readers awat 
of the responsibilities th: 
lie in the future —t 
necessity of facing wit 
cool-headed judgment 


problems of a post-w 
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Six OF THEM ESCAPED. FIVE WERE CAUGHT AND 
KILLED. THE SIXTH, AND SOLE SURVIVOR, WAS 
WARRANT OFFICER GEORGE RAY TWEED, U.S.N. 
- «+ THE LAST AMERICAN ALIVE ON THE ISLAND OF 
GUAM. FOR HIM THE LOYAL NATIVES SUFFERED 
JAP TORTURE AND DEATH TO KEEP ALIVE THIS 
ONE LAST HUMAN SYMBOL OF AMERICA AND 
LIBERTY. HERE, FOR THE FIRST TIME, IN THE 
DECEMBER ISSUE OF THE AMERICAN MAGAZINE, 
NOW ON THE NEWSSTANDS, TWEED TELLS THE 
WHOLE AMAZING STORY OF A RELENTLESS MAN 
HUNT THAT STRETCHED FROM WEEKS TO MONTHS, 
AND FROM MONTHS TO AN ETERNITY OF 
ALMOST THREE YEARS. 


Tus, according to Tweed, is not his story, but the story 
of 24,000 little pale-brown people, the Chamorros of 
Guam, who love America more passionately than 
they love their lives. Virtually every one of them who 
fed him or gave him a bed during his bitter wander- 
ings within the Jap lines was tortured or killed. 
Not one of them betrayed him. Every one of them 
came to realize that Tweed was like the carrier of 
a plague, whose touch meant pain or death. Yet they 
continued to aid him until American forces liberated 
their shrine of freedom in July of this year. Here’s 
a saga of faith and fortitude that’s an inspiration 
to renew our ideals of freedom for which millions 
of Americans are working, and fighting, and dying. 
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Lesson in Love of Liberty 


When Warrant Officer Tweed was deco- 
rated with the Legion of Merit by Secre- 
tary Forrestal, he thought, “It isn’t I 
who should be honored. It’s those brave 
little guys, the Chamorros, who kept 
America alive in Guam through all the 
dark hours of the Jap occupation; who 
SHARE YOUR AMERICAN MAGAZINE, nursed me like a little flame at a shrine 
THEN SAVE IT FOR THE GOVERNMENT'S ... the shrine of liberty.” 


AST A RIV ‘ 
Cae ee ’ The Chamorros have known our brand of 


liberty only 46 years. Their willingness 
to suffer martyrdom for it is, to us, the 
most moving testimonial to America and 
its democratic institutions we have ever 
been privileged to print. 


OUT 
NOW 


We are publishing Warrant Officer 
Tweed’s epic in our December issue, IN 
THE SERVICE OF THE NATION, with the 
hope and belief that it will fan to fiercer 
flame the love of liberty, American liberty, 
that burns in the breast of all who call 
themselves Americans. 
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that you are backing them up and making 
future plans for them through advertising 
in the daily and Sunday Buffalo Courier- 
Express. Dealers and distributors through- 
ovt Western New York read it regularly 
and have done so for years. You will sell 
consumers at the same time. 


Buffalo 


COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 


Advertising Age, November { 944 


sets in use and the listening index|a poke’ and the general level of | 
doubled. The management of|research sophistication has risen | 
WSAI then called on Dr. Hettinger | materially during the last eight | 
to investigate and analyze the sit-|or nine years. This may or may 
uation, working from the Hooper | not be important at present when 
research material. radio advertising volume is at an| 


| 'M p | 
“Money Programs 
* 
Hurt Radio, WSAI Dr. Hettinger reported, “One is/ all-time high, but if continued, it | 
forced to conclude that, although! could have a serious effect a few | 


an indeterminate amount of in-| years from now when media com- 
urvey onc u es creased listening may have oc-| petition promises to be more severe’ 
| curred, there also has been a sub-| than today.” 

Cincinnati, Nov. 1.—The “money | stantial but equally indeterminate Declaring that there is a greatly 
program is of dubious promo- amount of inflation introduced | increased demand for facts and 
tional value,” and if it persists,|imto the ‘sets-in-use’ figures by | factual selling from all media on 
“can be harmful to radio,” Dr. | false replies from respondents. the part of agencies and adver- 
Herman S. Hettinger, research | tisers, and a willingness on the 
ane iy iectacaal following a | Confuses Advertisers part of the media to supply them 
study he made during the past! “The inflated sets-in-use and| With the desired information, Dr. 
year of the “prize-for-listening”| station listening index figures | Hettinger said, “This trend is cer- 
type of program. The study was| which resulted from these pro-|tain to be intensified after the 
made under auspices of the broad-| grams create uncertainty in the| War; and in such a competitive 
casting division of the Crosley| minds of intelligent and experi-| setting anything which adds con- 
Corporation, using Station WSAI,| enced advertisers and agency | fusion rather than contributes to 
which Crosley since sold to Mar-/| executives as to what they really clarity is certain to harm the me- 
shall Field, Chicago publisher, as| are buying. Station managers re-| dium where the confusion is cre- 
the testing ground. | port this uncertainty rather | ated—even when it is created by 

After inaugurating a money| widely. Obviously, such uncer-| an unthinking minority within the 
program to prove that this type| tainty militates against the sale of | medium. It is desirable, therefore, 
of show increased a station’s audi-| radio in competition with other|that the uncertainty created by 
ence index, C. E. Hooper, Inc.,| media; more especially the sale of | money programs be eliminated in 
research organization, was called| spot and local radio in competi-| radio. The money program is of 
in to set aside and tabulate sepa-| tion with newspapers. |dubious promotional value... at 
'rately the telephone calls made| “No intelligent and experienced | best, it will experience the usual 
during the test. It found that total! advertiser wants to buy a ‘pig in!rise, decline and near-disappear- 
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Long before you could walk or talk,. hike before a 
book was put into your young hands.. you heard the 
words and phrases you would later use. Musi¢,\too, _— of the moment, the music of the ages. While they are 
entered your consciousness | (ag it floes today) through mi 


the auditory nerve. 


Modern language-study Leein) with hearing foreign 
words, phrases, idioms.. to be’ augmented \later ‘by 
reading the niceties of grammar and syntax. Pes any warmth of the human voice to underscore their ‘at 25 W. 45th St., New York. 
of this hint at the power of radio, which is, obviously, 


a medium of sound as well as a sound medium? 


In the primary areas of Westinghouse, 18,000,000 
Americans are in a position to learn by ear.. the news 


being entertained, this vast group can also learn by | 


; 9 
' 


éar what the sagacious advertisers of America offer for 


| ry 


their well-being and profit. 


These sales-messages have an added advantage: The 


friendly tone, their conyiction. Tap this power in 
your own sales-territory., through NBC Spot Sales. 


WESTINGHOUSE RADIO STATIONS Inc 


~ 


9): WOWO + WGL + KYW + KDKA + WBZ + WBZA 


"MARCHING ALONG TOGETH:. 


The Nederaity Chertered Amocaten Mow te Aad Veteran of Ward Wn 
Aiready Onchorged © Member of the Armed torce: Renmung te Thee bere 


AID VET PLANNING—Appealins 4, 
returned war veterans and those now 
making future plans, Worcester Fed. 
eral Savings & Loan Association, Wor. 
cester, Mass., used this full page in the 
Worcester Evening Gazette to solicit 
inquiries on home planning. Copy 
made a big play on the G. |. Bill of 
Rights and its service to veterans, 


—e 


ance which are characteristic of 
promotions of this kind. However. 
should it persist, it can be harm- 
ful to radio.” 


‘Saturday Review’ 
to Publish ‘Encore’ 


Saturday Review Associates, Inc. 
New York, owner of The Saturday 
Review of Literature, has pur- 
chased Encore, monthly pocket- 
size publication of prose and poetry 
First issue under the new manage- 
ment will appear in December. 
edited by the board of editors of 
the purchasing group. 

Dent Smith, founder, editor and 
publisher of Encore, will become a 
stockholder and member of. thé 
board of directors of Saturday Re- 
view Associates, with J. R. Comin- 
sky, executive vice-president of 
the corporation, taking over 
president of Encore Press, Inc 
Executive offices will be located 


Ifa 


POLL 


were taken 


you would find 
that 
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of all residents in this ' 
market of over 208,000 peo 
are readers of this family n¢ 
paper. (Now over 100° ye 
young.) 


CIRCULATIO 


Daily .. . Over 50,0¢ 


BEDFORD _ 


ra-Time 
Stanaare pat 
Rep. by Gilman, Nicoll & Ruth 
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The national newspaper network 
holds half of all U.S. families! 


It’s a true network— of meshed markets and 
not merely allotted areas; of certain contact and 
certified content, not just plausible possibilities; of 
the colored comics sections of 43 major Sunday 


newspapers selected for size, spread and selling 


power—combined to give countrywide coverage. 
It’s a national network—with more than 
15,000,000 circulation, situated where advertising 
currency can be most productive; concentrated as 
is no other single medium, no customary magazine 
list or average rated broadcast . . . Metropolitan 
Group coverage includes not only the major urban 
markets. but majority coverage in hundreds of 
urban markets, plus coverage enough to be effective 
in literally thousands of trading centers. Combining 
Sunday circulations of many papers in the same 
markets salvages ineffective outlying segments of 
the single paper into a useable and effective sum. 
Altogether Metropolitan Group gathers the better 


buying half of the families in the whole national 
market—at home, and on Sunday. 

It’s a natural network— of gradual growth, 
normal accretion. It is based on a strong attraction 
of universal interest, the colored Sunday comic, 
story in picture and print, more read by more 
people than any other form of literature, classic or 
contemporary, sacred or profane. Its appeal is not 
bounded by age, sex, income or social status. And 
backed by a habit more than four decades old— 
regular readership, every Sunday, year after year— 
by three out of four adults, virtually all children! 

No other type of medium offers so much assured 
reception, so high a certainty of getting to so many 
eyes, minds, pocketbooks. Despite the big space 
unit and four colors, the cost is low! ... One piece 
of copy, one order, one bill makes buying easy as 
well as worthwhile! Learn more about the greatest 
advertising value of our times... call any office. 


The first national newspaper network... Metropolitan Gr oup 


Comics Section Advertising in: Baltimore Sun ° Boston Globe Chicago Tribune . Cleveland Plain Deaiea 


Detroit News « New York News ¢ Philadelphia Inquirer ¢ 


Pittsburgh Press ¢ St. Louis Globe-Democrat *« Washington Sta 


Des Moines Register ¢ Milwaukee Journal « Minneapolis Tribune ¢ St. Paul Pioneer Press « ALTERNATES: Boston Herald 
Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch « Washington Post * OPTIONAL ADDITIONS; Atlanta Journal 
Buffalo Courier-Express = * Cincinnati Enquirer = Columbus Dispatch ° Dallas News . Houston Chronicle 


New Orleans Times-Picayune-States ¢© Omaha World-Herald 


San Antonio Express ¢ Springfield Union & Republican 
Long Beach Press-Telegram ° Los Angeles Times ° 


vi x > 
Mba: 7 PITTSBURGH Py 
COLUMBUS we 


e Providence Journal . Rochester Democrat & Chronicle 


Syracuse Post-Standard «© METRO PACIFIC; Fresno Bee 


Oakland Tribune . Oregon Journal . Sacramento Bee 
San Diego Union ¢ San Francisco Chronicle ¢ Seattle Times 


¢ Spokane Spokesman-Review ¢ Tacoma News Tribune 


220 E. 42d St., New York 17 e Tribune Tower, Chicago 11 « New Center Bldg., Detroit 2 ¢ 155 Montgomery St., San Francisco 4 
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Diamond Match 
Files Denial 
of Biddle Charges 


New York, Oct. 31.— The Dia- 
mond Match Company, answering 
charges contained in an anti-trust 
suit brought last May by Attorney 
General Biddle under the Sher- 
man anti-trust act, denied last 
week that it had conspired with 
foreign match interests in re- 
straint of trade. On the contrary, | 
according to the 80- page state-| 
ment, the company consistently 
fought the Swedish international 


match cartel, and particularly Ivar 
Kreuger, Swedish match king. 

Six other American and four 
foreign companies, also named in 
the suit, have already filed an- 
swers. 

Diamond, largest match pro- 
ducer in the country, was specific- 
ally charged with agreeing to 
abandon its export trade after 
Kreuger’s International Match 
Company had agreed to stay out 
of the United States market. 

William A. Fairburn, president 


bikie Zoalilj ot 
INWEAPCE Oaa 


ul wawullddlbis 
Cle i 9 


FREE & PETERS, INC. 


of Diamond, is presented as hav- 
ing considered Kreuger “un- 
scrupulous” and his company un- 
sound, with “inflated” assets. The 
company had “no export trade to 
abandon,” according to the state- 
ment, with Sweden or any other 
foreign country, because of such 
factors as low-cost foreign labor 
and materials as opposed to high 
U. S. production costs, high trans- 
portation costs, foreign tariffs and 
foreign government monopolies. 
The statement also denies that 
Diamond has “acquired any com- 
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|panies engaged in the manufac-| Toronto cocoa and confectionery | of public relations and sa 
‘ture of match machinery for the | manufacturer, has joined Drug} motion for Universal Cre 
| purpose of gaining control of the | Merchandising, Toronto, as adver-| poration, subsidiary of ( 
|manufacture of such machinery.” | tising manager. cial Investment Trust C 
|The claim is made that Diamond | New York. 


| 


|lowered match manufacturing To Kiernan Company 


|costs, introduced non - poisonous | Lester Schlesinger, formerly ad Names Roy Durstin< 
“r : : y ad- 3 
Pedgg mc gge “Giinaiae aoa | vertising manager of the “Brook- Mason, Au & Magen) :im,, 


: 7 |lyn Chat,” has joined Frank Kier- | Confectionery Mfg. Com an, MRe 
tional hazards from the industry. nan & Co., New York, as account | Brooklyn, has named Roy a, R 
executive. stine, Inc., New York, to hand, 
advertising for Peaks, \ay, 


To ‘Drug Merchandising’ 


—— x \ 
. . *.~— |mints, Black Crows, Dots ain. 

W. J. Ivay, who has been assist- Joins Universal Credit other candies, effective “7 lot 
ant sales manager and advertising L. Y. McAnney has been ap-| Account is handled currently +o 
manager of Rowntree Company, | pointed vice-president in charge! John H. Owen, Inc., New rk. Ml tio 
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Adve 
a.e8S Hr P ‘ ° ad 
-.. 2“fjoins ‘Pathfinder 
Comme. C . E. Sumner, for the past 11 
Company fllvea ‘epresentative of J. C. Fi- 
“> “ompany, Minneapolis pub- 
:-her has joined the Philadelphia 
re -sjes aff of Pathfinder. 
n Lmow 
man MReilly to Mactadden 
y S. Dy. Wiliam J. Reilly, formerly as- 
© Nanda cistan' advertising promotion man- 
. Maso acer of Newsweek and previously 
y anf prom tion manager of the Char- 
c. \Mlotte Vews, has joined the promo- 
rently MMltion staff of Macfadden Publica- 
vy York. [tions, New York, 
ee 
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Novak Joins Mutual 

Bob Novak, former producer- 
director of package shows offered 
for sponsorship by National Con- 
cert & Artists Corporation, and 
previously a radio director for 
Young & Rubicam, New York, has 
joined the program department of 
Mutual Broadcasting System. 


Patton, Joins MacLean 


John C. Patton has joined Hugh 
C. MacLean Publications, Toronto, 
as Ontario representative for Elec- 
trical News and Engineering. He 


was formerly on the sales staff of 
the London Life Insurance Com- 
pany. 


Martin Named Art Head 


Morton Martin, 
director of Shappe-Wilkes, Inc., 
New York, has been appointed 
art director. He replaces Charles 
Allenbrook, who has joined USO 
Camp Shows, Inc., as a portrait 
artist overseas. William H. Mar- 
tin, formerly with Illustrators, 
Inc., New York, and R. H. Macy 
have been added to the art staff. 
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Advances Richardson | r 
Robert J. Richardson Jr., oy “THE GREATEST 


. . . | 
Louis, for 10 years, most recently FUNDAMENTAL WORRY AMONG 


“appointed director of public rela. MOTEL MANAGERS IS A MAJOR 


associate art| 


tions. ” 
———— _ MECHANICAL BREAKDOWN 
Copeland Moves Office | NEW YORK TIMES, OCT. 1, 1944 
Peter Copeland, architect and 
industrial designer, engaged in 


merchandising architecture, prod- 
uct design and packaging, has | 
moved his offices to 745 Fifth Ave., 
New York. 


s / 
Assure More Jobs: 
After the war, the number of persons who will have 
| real jobs, based on a peace-time economy, will, to 
“TED er a vitally important extent, be determined by the 


weight of the tax burden Industry must shoulder. 


Only by drastically reducing postwar taxes can the 


| maximum of postwar employment be assured. Reduc- 


ing the taxes on business will increase business. It 


will stimulate the production of peace-time goods; 


foster and encourage new enterprises. Here is the 


sound basis for the creation of more jobs, better 


opportunities for alll 


We, at Chilton, have absolute faith in the ability of 


American Enterprise—unhampered by confiscatory 
taxes—to provide full employment and an increas- 
ingly high standard of living in the postwar era. The 
publications we sponsor serve many branches of 


business. And in these publications we shall continue 


to point out the dangerous folly of any system of tax- 


ation that stifles initiative and hamstrings incentive. 


CHILTON COMPANY 


(INC.) 


Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


Chilton sources and influence are world-wide. 


Chilton 


Company (Inc.) has an equal interest in Business Pub- 


lishers International Corp., publishing THE AMERICAN 
EL AUTOMOVIL 
Indus- 


AUTOMOBILE 
AMERICANO; 
trial Edition; INGENIERIA INTERNACIONAL, Construc- 


(Overseas Edition); 
INGENIERIA INTERNACIONAL, 


tion Edition; and EL FARMACEUTICO. 


aoe Wg CL OF OPTOMETRY 
\CT 


THE JEWELERS’ CIRCULAR-KEYSTONE e 
e THE SPECTATOR PROPERTY INSURANCE REVIEW oe 


D. & W 


AUTOMOTIVE AND AVIATION INDUSTRIES e 


| Modernization is on the Postwar must” 
_ List af 9000 important Hotels ... and 
| “Postwar” is here right now! 


| |. ew the facts. They’re actually 

conservative. They don’t be- 
gin to give you the whole vast pic- 
ture of the postwar hotel market. 
You think of the hotel market, 
perhaps, in terms of food, bever- 
ages, day-by-day supplies. 


You are only partly right. Today 
hotel equipment, and many hotel 
buildings themselves are worn 
out. Practically every hotel in 
America needs just about every- 
thing. 


|Up to now, these hard-pressed 

| hotels could not buy. War short- 

| ages, priorities, rationing and all 

| the rest of it made buying next to 
impossible. 


| For 3 years, a tremendous back- 
| log of buying power has accumu- 
| lated. Today, it amounts to 250 
| million dollars for modernization 
| alone—not including replacement 
purchases. 


And for years, Hotel Management 
has been editorially cultivating 
this vast market, in order to de- 
| liver it to America’s manufac- 
| turers when postwar came. 


| Again and again, we have told 

_ hotel operators that their first job, 

' come postwar, will be to renovate, 
rebuild, re-equip, redecorate. 


And now, for practical purposes— 
postwar is here. 


Already, many of America’s fore- 
most manufacturers are advertis- 
ing to this market (214 in Hotel 
Management to date in 1944). 
They are getting in on the ground 
floor—and working up. 


Unless you do so too, you risk 


missing one of America’s richest, 
fastest-buying markets. 


WHAT MAGAZINE DO HOTEL MANAGERS 
READ FOR THEIR PROFIT-MAKING IDEAS? 


@® No matter how bu 


find time 


’ y they are, hotel mer 
to read their own mayazine— Hote 
Manage ment ar outstandir busine nm . 
azine Together with the Hof World 


MOTOR AGE Ket eu ngshtnect neat yet & dee penetrat 


Ahrens Publications 


HOTEL MANAGEMENT 


RESTAURANT MANAGEMENT + HOTEL WORLD-REVIEW 
71 Vanderbilt Avenue, New York 17, N.Y 
333 N. Michigan Avenue, Chicago 1, Ill 
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Brewery Names Dowie | dealer advertising, the latter be- | 


es 
: 466 Newspapers |cause of the prizes for dealers as | - sancitiidiaiie « akan 
I. R. Dowie has been appointed . | well as consumers. Newspaper and | iti hacen 6 
vice-president of Canadian Brew- | and Magazines |\magazine ads will run through | Pee. ~ ae = pon 
eries Ltd., Toronto. He will con-| |Dec. 1, while radio mention will} clint ad * ™ P ‘ - , 
tinue as sales director. Plug Swan Contest ‘continue through Dec. 15, closing aos 
|date of the contest, and major Rerate -6.9% — 
ee Cambridge, Mass., Nov. 2.—Pro- | Prize winners will be announced Generar “16.5 ema 
pcan aes motion for the $35,000 cash prize | V8 radio. — petites 7 cE 
ce. |“Name-the-Swan” contest which | Newspaper ads, announcing de- FINANCH AL -19.3 arpa tne 
Buy More ‘Lever Brothers Company is con- | tails and rules of the competition, Tor at DispLay 9.7 neta: 
War Bonds Now. | ducting for Swan soap is sched- are 748 lines. | Full-color page ads CuassiFieD “15.9 REN 
‘uled for 452 newspapers, 14 na-| Will appear in Better Homes & A ane. he EE | 
‘tional magazines and farm publi-|Gardens, Country Gentleman, PERETTI: | 1S EEE 
by cations, two network programs,|Farm Journal, Good Housekeep- 
$10 CO. t1M8,0N10 and extensive store display and/|ing, Ladies’ Home Journal, Life, JANUARY | - SEPTEMBER 30, 1944 - 1943 | 
RETAIL “1.9 ow 
GEN ERAL 2.8 ae 
AUTOMOTIVE 2.3 Bee 
FUNANCI AL 0.6 : 
Tora. DisPiay -0.6 q 
CLASSIFIED -7.9 a aaa! 
ToTAL ADVERTISING -2.4 ae 
DePparRTMENT STORES -6.1 eer ERE 
30 20 10 i?) 10 20 30 | 


—J 


DOWNWARD TREND—September linage figures compiled by Media Records 

from 52 cities show a downward trend for all eight classifications of newspaper 

advertising with financial's drop leading with a loss of 19.3% over Septembe; 

a year ago. In the Jan. I-Sept. 30 period, general, automotive and financial 
show slight gains, none over 3%. 


——s_ 


Look and True Story, while black- | . 
and-white pages are slated for | FC&B, San Francisco, 


Capper’s Farmer, Dakota Farmer, | Transfers Executives 
Progressive Farmer, Southern} : 
Agriculturist and Successful Alfred Rooney, 
Farming. 


formerly with 
Dan B. Miner Company, Los An- 
geles, has joined Foote, Cone & 
Grand Prize $20,000 | Belding, San Francisco, as account 
|executive, replacing Richard A 

Lever will devote time to the/| Russell, transferred to the agency’ 
contest in its Swan commercials | Chicago office. 
on the two CBS programs, “Burns| Eugene H. Duckwall, from FC&B’; 
& Allen’ and “Bright Horizons.’|Los Angeles office, has becom 
|Grand prize is $20,000 or $100 a | business manager and director 
| month for life for the person send- | media and research at San Fran- 
ing in the best name for ““Mama/|cisco, replacing McCulloch Camp- 
Swan,” and best completing the! bell, who has been appointed ac- 
)sentence in 25 words or less. “I | count executive. 
| like Swan soap better because...” Sam Mar has joined the agency 
Agency handling the contest for|as art director and Roy Swanfeldt 
Swan is Young & Rubicam, New| has transferred from the Los An- 


York. | geles office as a copywriter. 
p>. 
A MARKET TORECKON WITH 
a ae 


— 


“He says there's been a revolution 
in his thinking about Tacoma .. 
Washington’s Second Market.” 


MORE and more national advertisers recog- 


nize two major facts about the Tacoma 


market. 

’ : ' The six county Manchester Primary Zone with Manchester, the 
First: Tacoma is Washington’s Second largest city in New Hampshire at its hub, contains 359,000 
Market. For Tacoma-Pierce County ranks people —a great market. Many nationally known advertisers 


are successfully tapping this market with the advertising 
power of the Manchester Union-Leader, and particular); 
sales, in effective buying income, in bank | with its amazingly well-developed merchandising services. 


second in the state in population, in retail 


nalond debits and industrial wage volume. 


Goveting Washing 
SECOND MARKET 


| PCO RSS ete See Shee Ee Benes =< 4 


Second: the Tacoma market is effectively EXTRA MERCHANDISING SERVICES GET RESUI'S! 


The Tacoma News Trib- covered only by the Tacoma News Tri- }. ) 
une is the only paper A . - | Full-time staff for pre-war type A well-established and influen- 
hich effectively covers Dune. For the “Trib” delivers 22.6% more | merchandising service — dealer tial trade paper. Also a bi- | 
— Caeerreey display; surveys; printing and monthly Food News Letter cov- 
Washington’s Second circulation in Tacoma-Pierce County than i 7 a egemain postcards, broad- 7 im = Hampshire | 
° ° 4 sides, etc. oO an rug trade. 
Market, delivering 73% , | | 
’ ae all other Tacoma and Seattle daily papers | 
daily coverage in Tacoma- | 
Pierce County. The sec- combined! y Careful attention to position Enthusiastic cooperation of New | 
. ' treatment on all copy. Hampshire Association of Retail | 
ond Tacoma paper deliv- ia ae sis Deltas , Grocers, aiding mew product in- 
47% (Sources: Sales Management, May 1944, Survey o troduction, retail distribution | 
— only 47%. The Seattle Buying Power; Federal Reserve Bank; 1 and mass displays. | 
morning paper delivers 1944 A. B. C. Audit Reports) 1 
8 and the Seattle eve- ’ ; 


big ning paper 4%. The 
Tacoma News Tribune is The | 
4 a “must buy” in Western eMms ig] ne 


Washington. Ask Loren- 


zen & Thompson! TACOMA, WASHINGTON 
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NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COM ANT 
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... like CALIFORNIA without the 


BILLION DOLLAR 


—J 


tecords 

‘SPaper i 

tember 

nancial ALLEY OF HE EES 
DO, 

b isis GOT A Billion Dollar Blind Spot if you see only 
yY with ° ‘ ‘ P 

Ry os Los Angeles and San Francisco in your California sales 
co picture. 

eae Because lying well back from the coast, hemmed-in by 
FC&B mountains, isolated from the influence of outside newspa- 


become 
ctor 

1 Fran- 
Camp- 
ted ac- 


pers, is the amazing Billion Dollar Valley of the Bees. 


Seventeen states, including Oregon, have less population 
than this great valley area.* 


agency 

vanfeldt 
os An- 
- 


Only nine cities in the entire nation have a bigger effective. 
buying income.* 


Five of the seven fattest farm counties in the country, are 
in the Billion Dollar Valley of the Bees.* 


And the valley's backlog of purchasing power is tremen- 
dous. In 1943 its people saved a whopping 728 million while 
they were spending more than Boston or Pittsburgh or San 
Francisco . .. twice as much as Oakland.* 


That's why The Sacramento Bee, The Modesto Bee and 
The Fresno Bee belong on your "'A”’ schedule. Each of these 


y pit 
7 three McClatchy Bee newspapers dominates its field. 
* © . . 
For you who thrive on statistics, 
here’s what Sales Management’s 1944 copyrighted Survey shows 
the ' 
) 
OOK Y The Valley of the Bees has 1,220,000 people. 
sers 15.39%, of the State’s total. More population 
sing than Baltimore or Cleveland. 
ar!) Effective Buying Income in the Valley of the 
Bees is $1,472,207,605. That's more than the 
total urban EBI in 30 of the nation’s 48 states. 
ca Pe Retail sales in the Valley totaled $774,155,960. 
Only five cities in the entire country exceeded 
UTS! that figure. The Valley ranks right next to 


Philadelphia and Los Angeles—ahead of such 
markets as Boston, Washington. ND C., Pitts- 
burgh, San Francisco and Cleveland. 


And the three McClatchy Bees dominate in 
Y Valley trading areas where live 83% of all 
those people ... where 81%, of all that EBI is 
concentrated ... where 88%, of all those retail 
sales are made. 


\CLATCHY &; NEWSPAPERS 


National Representatives . . . O'MARA & ORMSBEE, INC. 
] H ~ York - Los Angeles - Detroit - Chicago - San Francisco 
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If 


you want 
to sell 
more of 
any product 
bought by 
men...you 
will find 
your best 
audience 


in the 
New York 


UT EUUECLL CELE LLL 


Goneeeeseaeeaanctieieeiinn, 


MEN’S | 
CLOTHING | 
ADVERTISING 


among WN. Y. evening papers. 
{8 days, Media Records) 


SINCE 1941 


THIRD in the TOTAL FIELD 
~—~Morning, Eve. & Sunday 


New York Post 
75 West St., N. Y. C. 6 


MARY McCLUNG 
Advertising Director 


ED KENNELLY 
National Advertising Manager 


Manufacturers’ Trade 
_ Campaigns Boost 
_ 6th War Loan 


New York, Nov. 2.— Eleven 
manufacturers are conducting in- 
tensive trade campaigns to enlist 
the participation of several hun- 
dred thousand stores in a $115,500 
display competition (AA, Sept. 18) 
|to promote the 6th War Loan cam- 
paign, starting Nov. 20. Prizes in 
each of the 11 trade groups -will 
total $10,500. The War Advertis- 
ing Council is managing the con- 
test. 

Most of the manufacturers are 
running special business paper 
campaigns and all have developed 
special material for the contest. 

To 1,500 department stores, Tex- 
tron, Inc., is mailing a 16-page 
display contest book. Included are 
several specific window sugges- 
tions, all based on the theme, “A 
$100 war bond is his ticket back 
home;” instructions on building a 
bond booth in the store; proofs of 
newspaper mats for use by the 
store, in full-page, half-page and 
quarter-page sizes; suggestions for 
spot radio advertising; a booklet 
on publicity, and a card for use 
in the display, saying that ‘This 
window is entered in the 6th War 
| Loan display contest.” 
| All Textron newspaper ads used 
by the stores will ask readers to 
“come see our display and buy a 
bond.” For the 5th War Loan drive, 
jsaid Anson Lowitz of J. Walter 
| Thompson Company, handling the 
| Textron account, department stores 
{used 1,500,000 lines of newspaper 
space on mats supplied by Tex- 
tron. This was 1% of the total 
newspaper linage for that drive. 
| Also for the 5th drive department 
stores sold $100,000,000 of war 
bonds in “bomb bond booths” de- 
signed by Textron. 


GF Issues Bulletin 


In the grocery 
Foods Corporation is issuing a 
bulletin showing how its sales 
| forces can aid retailers in the con- 
| test, said E. D. Dooley, public re- 
|lations director. Each salesman 
| will be given an 11x18 two-color 
|folder presenting the rules, with 
|“illustrations of some _ previous 
| winning displays in a similar con- 
'test.”” Tying in with the contest, 
'and the 6th War Loan campaign, 


$115,000 Display Contest 
Mobilizes Nation's Stores 


promoted in National Petroleum 
News, Gasoline Retailer and Oil 
Marketer, and in a broadside to 
dealers, which also will be avail- 
able for use by other petroleum 
companies. Thus the contest would 
be brought to the attention of vir- 
tually all the 200,000 service sta- 
tions in the country. Shell expects 
that by Nov. 20, 10,000 dealers will 
have developed displays for the 
contest. 

On the fourth cover of the “Cut 
and Copy Service,” mailed to each 
of its distributors, Bulova Watch 
Company currently is promoting 
the display contest. A smaller ad 
has just been placed in Bulova’s 
monthly statement mailing, and 
the contest will be plugged in 
Jewelers’ Circular and National 
Jeweler. The ads cite “four rea- 
sons why you should enter.” Each 
carries a coupon, addressed to the 
company in New York, offering 


Saeed 
¥ ee 


Advertising Age, November ( 


“complete details and information” 
about the contest. 


Cluett, Peabody & Co., sponsor- 
ing the contest among men’s ap- 
parel stores, said G. A. Phillips, 
advertising manager, has sent a 
circular letter to all its sales man- 
agers and salesmen to develop 
dealer participation and will pub- 
lish a spread in November issues 
of Apparel Arts, Daily News Rec- 
ord, Department Store Economist, 
Dry Goods Journal, Men’s Apparel 
Reporter and Men’s Wear. 


Dealer Folders Used 


To enlist women’s apparel shops 
and specialty stores, Kops Broth- 
ers, Inc., foundations, has pub- 
lished a special insertion in Cor- 
sets & Brassieres, Corset & Under- 
wear Review, Display World and 
the bulletin of the National Retail 
Dry Goods Association. Kops sales 
representatives, reported Donald 
B. Tyndal, sales manager, will 
show dealers folders on the con- 
test prepared by the Council. 

Clopay Corporation has pre- 
pared a promotional kit on the 
contest, said John J. Walsh, sales 
promotion manager, which will be 
offered to 10,000 variety stores. 

Henry Disston & Sons, Inc., is 


Ly 


r 


1944 


publishing a page ad in Ha 
Age, Hardware Retailer, Ha 
World and Southern Hai 
wrote J. W. Jay, advertisin 
ager. This week Disston is dine 
a four-page letter-type fo 
larger and medium-size ha 
stores throughout the coun: 
stores mailing a pledge c:; 4 4, 
their participation, the com) ny 
sending a 6x8 display card, ~~ 

To 26,000 radio service n 
23,000 other retailers cove 
its radio division, Sylvani: 
tric Products, Inc., sent ; 
page bulletin on the contest 
into “Sylvania News.” Othe 
ing pieces are going to jobb: 
retailers, and November is 
Radio Craft, Radio R 
Radio Service Journal, Rad 
Television Journal and 
tell Sylvania’s contest 
news style. 


Tonkin Heads CKFI 

Gerry Tonkin has been ap. 
pointed manager and J. Prest, pub- 
licity director of Station CKF] 
which will begin operation shortly 
at Fort Francis, Ont. Both were 
formerly with Station CKBI 
Prince Albert, Sask. 


Story 


field, General 


| General Foods is running the cam- | 


paign insignia as part of its gro- 
|cery trade Jell-O advertising. 
Congoleum-Nairn, Inc., is plac- 


|ing full-page ads on the contest | 


in October, November and De- 
cember issues of floor covering and 
furniture trade papers, and is dis- 


| tributing a red, white and blue! 


broadside to every furniture and 
floor covering store in the coun- 
| try. The current issue of the C-N 
|monthly house organ, “Sales,” is 
| devoted to the contest. This pub- 
lication is sent to 2,500 distributor 
salesmen, each of whom also 
being supplied 
campaign handbook. 
“Congoleum - Nairn also 

furnishings manufacturers,” 
official explained, “asking for their 
support of the campaign. Trade 


tail Furniture Association have 
agreed to cooperate.’ Some 22,000 
dealers are being contacted. 


Abbott Enlists Druggists 


Abbott Laboratories is running 
| pages and spreads in 13 drug trade 
papers to tell the nation’s 50,000 
druggists about the contest, and a 
three-page article on it is appear- 
ling in the current issue of the 
Abbott publication, ‘““What’s New.” 
Salesmen, branch and district 
managers, and personal service 
representatives have been supplied 
with copies of the “‘Retailers’ Pro- 
gram” for the War Loan campaign, 
prepared by the War Advertising 
Council. 

Shell Oil Company, said Gordon 
Biggar, public relations manager, 
is seeking to enlist the support of 
the Petroleum Industry War Coun- 
}cil and of major petroleum mar- 
‘keters. The contest also is being 


is | 
with a retailer’s | 
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written executives of other home | 
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associations like the National Re-| 
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HOW MANY DIESELS WILL THE FARMERS BUY? 


Future demands for Diesels will extend into many 
and varied fields. Bomb-torn nations of the world 
will need Diesel equipment to fill bomb craters, 
to level land and to make it available once more 
for peace time agricultural pursuits. Plowing, 


harrowing, sowing and reaping 


Wp 


— 


will all depend 


upon Diesel for motive power. Diesel trucks will 


haul farm produce to market and to mill. Diesels 
will turn the wheels that grind the grain, that 
drive canning and packing equipment. Diesels will 
serve in the world’s bakeries. Yes, many Diesels 
will be needed by the farmers of the world. 
DiesEL Procress has kept abreast with this 
changing picture. Diese Procress is directed at 
the men who plan Diesel’s future. Its alert and 


intelligent news and views are 


by Diesel’s leading manufacturers and users, by 
engineers and purchasing executives. DIESEL 


ProcrEss provides passage for 


Bus companies 
Contractors— 


Dairies 


eagerly awaited Ice plants 


your sales story 


3a 
Le 


GRE 


3 W. 45TH STREET, NEW YORK, 19, 


—into the offices of men who buy. Perhaps your 
plans employ Diesev Procress on your advertis 
ing schedule. If not, plan now to reach this grow: 
ing market through Diese. Procress. 


A few of the important markets covere:! by 
Dieset Procress include: 


Air conditioning plants 
Consulting engineers 
road and general 


Engine manufacturers 
Government officials 


Industrial power users 
Irrigating projects 


Logging companies 


Edited and Published by 
REX W. WADMAN 


Mines 
Municipalities 
Naval architec! 
Oil drilling 
contractors 
Quarries 
Railroads 
Ship operators 
Shipyards 
Tractor users 
Truck fleet op: 
Utility compa 


tors 
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It is true, of course, that the average man or woman in this country 
meets more news, more swiftly delivered, between his breakfast and 
his bedtime than any other people in the world have ever known. 

It is true, too—thanks to the zeal and tirelessness of your country’s 
mighty working press—that this news of yours is accurate, item by item 
and day by day, as no daily flow of news has ever been. 

But there is not too much news, because there cannot be. Man’s ca- 
pacity for progress is linked, in part at least, to his ability to know and 


understand his world and its people clearly, truly, without distortion. 
His danger does not lie in the volume of his news—but in misunder- 


them especially receptive to your advertising. Qualities which have led them to NEWSWEEK in such numbers that 


vanced from twenty-second to fifth place. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


*In designating the readers of NEWSWEEK as Significant People, we merely compress into two words their all-around 
“far-above-averageness’—both mental and material. The intrinsic character of NEWSWEEK attracts such people 
naturally. Their unusual “mental acquisitiveness,” and their eager interest in the new, are qualities that make 


|g there too much news in the world today?... 


standing what it means. In addition to the facts of the day, you need 
grasp of their significance. In addition to information, you need 
perspective on man’s affairs. 

To help you get these things we publish Newsweek. 

Each week Newsweek sums up the news. Each week Newsweek in- 
terprets the news, with an eye both alert and keen for hidden meanings. 
Each week Newsweek forecasts coming news with a record for right- 
ness that is truly amazing. 

Newsweek will help you sift and sort and really know your news— 
as it does for millions of the best-informed people on earth. 


Periscope's Election Preview 
its circulation has risen 78% in six years, while its advertising revenue (among all general magazines) has ad- — 


NEWSWEEK... 
to report, to 
interpret, to 


forecast the truth 
of human affairs 
for America’s 

Significant People* 
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M. Jj. Kroll Establishes 
Radio Writing Service 
Mary Jane Kroll, who recently 
resigned as director of women’s 
programs for Station WABC, New 
York, has established “Coverage 
by Kroll,” a _ writing-on-assign- 
ment service for radio, Previously 
Miss Kroll was program director 
and chief program writer of 
WNBX, Springfield, Vt., and was 
in the newspaper field as woman’s 
editor of Buffalo Evening News. 


Blue Names Bannier 


Richard Bannier, formerly in 
the NBC music rights division, has 
been placed in charge of music 
rights clearance for the Blue Net- 
work in line with the Blue’s an- 
nouncement that music library 
and music rights clearance in the 
New York and Chicago offices will 
be operated on an independent 


basis for the first time since it 
became an independent network. 
|'Hollywood and San _ Francisco 


markets in the Middle West. 


GEORGE T. HOPEWELL 


For Best Results Advertise in— 


““CONCENTRATED”’ | 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


CHICAGO—THE CHICAGO DEFENDER 
DETROIT—THE MICHIGAN CHRONICLE 
LOUISVILLE—THE LOUISVILLE DEFENDER 


Write for information: 


| offices will continue to use the 
| NBC library. 


BBB to Protect Public, 


Servicemen from Fraud 


The Better Business Bureau of 
New York City has adopted a 
four-point postwar program de- 
signed to “protect returning serv- 
icemen from all forms of fraud” 
and to prevent “misrepresentation 
in the sale of surplus war goods 
to the public.” 

Other points include “militant 
action against schemes to separate 
the unwary from their war bonds 
and savings,” and “furthering the 
|development of voluntary stand- 
ards to make additional govern- 
ment controls unnecessary.” 


Two Join MBS 

Stations WHLN, Harlan, Ky., 
and WAOV, Vincennes, Ind., both 
250 watt stations, are joining Mu- 
| tual Broadcasting System, bring- 
|ing that network’s total to 245. 
WHLN, operating on 1230 kc., will 
join as soon as lines are available, 
while WAOV, operating on 1450 
ke., became an MBS outlet Nov. 1. 


Advertising Age, November 6. 


Home Safety 
|Awards Planned 


by Lewis & Conger 


New York, Nov. 1.—An exten- 
sive drive, to originate in New, 
York dailies and Sunday rotograv- 
ure sections, covering virtually all 
media except outdoor is being 
planned by Lewis & Conger, New 
York specialty store handling all 
types of home furnishings and 
equipment, to publicize its com- 
petition for the Annual Award for 
Home Safety. 

The contest will be open to all 
manufacturers of home equipment 
and house furnishings, and will 
consist of a large bronze plaque to 
be presented to the manufacturer 
with a device or appliance actu- 
ally in production and ready for 
distribution before the end of 1945 
judged “likely to render the great- 
est service in reducing accidents 
and promoting safety in the 
home.” 

Backing up the newspaper cam- 
paign will be radio tie-ups with 
women’s radio columnists and pro- 


See Gain in Offset 


More than 20% of the cou 
prewar “strictly letterpress” 
are planning to go into offset 
the war, according to a br 
just released by The Am 
Pressman, Pressman’s Home, 
The brochure, entitled “No; 
off—Get set now,” says tha’ 
potential market for offset « 
ment among letterpress | 
alone now exceeds the entir 
war offset industry. The bri 
was designed by Butler Ad\ 
ing, New York. 


Malkin to McDevitt 


McDevitt Company, 
representative, New York. 


Campbell Joins Esler 


Paint Company, Montreal, 
been appointed sales manager 


Philip A. Malkin, with the Ney 
York Herald Tribune for the past 
10 years, has been named account 


executive in charge of alcoholic 
beverage advertising by George 4 
publishers 


D. A. Campbell, formerly adver- 
tising manager of the Murphy 
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Exclusive Representatives 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


“Speak forcefully, Wilbur — 


let’s attract attention!” 


Sure, any announcer can get differences of a minor 
sort into his voice—and sure, there are minor differ- 
ences between the voices of various announcers. 


But if you want your commercial to stand out, why 
fight for the tiny difference-potential in the human 
voice? Why not use Sonovox, and have your piece 
spoken by something “out of this world’’? 


Words spoken in Sonovox voices make people stop— 
listen—remember. And when they remember, radio 
results go up. 


Sonovox is not inexpensive. Its costs dough. It’s only 
cheap when you consider how much it increases radio’s 
effectiveness—and at what a small percentage of time- 
and-talent costs. 


Sonovox is sold essentially like talent. Under each 
license for specific use, a reasonable license fee is 
charged for Sonovox performing rights. The only 
additional cost to licensee is for a trained articulator 
made available by us in any broadcasting or recording 
studio in New York, Chicago, or 


standard AFRA scale. 


WRIGHT-SONOVOX, INC. 


Hollywood, at 


~te 


NS “Talking and Singing Sound’’ 


/\\ 


¥ .1GO0: So N. Michigan 
. Franklin 6373 


FREE & PETERS, INC. 
Exclusive National Representatives 


NEW YORK: yyy Madson Ave. 


Plaza 5-4130 Sutter 4353 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 

Chicago, Milwaukee, St. Paul & 
Pacific R. R. 

Roche, Williams & 
Cunnyngham, Inc. 

Colgate-Palmolive Peet Company 
(Vel, Palmolive) 

Ward Wheelock Co. and 
Wm, Esty & Co., Inc. 

Delaware, Lackawanna & Western 
Coal Co. 

Ruthrauff & Ryan, Inc. 

Walt Disney Productions 

Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauff & Ryan, Inc. 

Christian dys eon Brewing 
Company ( ag and 
Dobler P. O. N. Beers and Ales) 
E. T. Howard Co. 

Feltman-Curme Shoes ot 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Calkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maxon, Inc. 

Grocery Store Products Sales Co. 
Inc. {rould's Macaroni Products} 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

(Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. — 
Batten, Barton, Durstine & 
Osborn, Inc. 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 


Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service yo 
(Taystee Bread, Grennan kes) 


Quaker Oats Company 
Ruthrauff & Ryan, Inc. 


Radio Corporation of America 
Ruthrauff & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 


Shell Oil Company, Inc. 
J. Walter Thompson Co. 


Stanco, Inc. (Mistol) 
McCann-Erickson, Inc. 


U. S. Treasury Dept. 
Universal Pictures Company, Inc. 
Warner Brothers Pictures, Inc. 


Willards Chocolate, Ltd. 
Cockfield, Brown & Co., Ltd. 


*Space no longer permits a com- 
plete list of Sonovox users. 


SAN FRANCISCO: 111 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 
Hollywood 2151 


' Main $667 


grams sponsored by safety inter- 
ests, insertions in magazines of 
house furnishings and decorations, 
such as House Beautiful, House & 
|Garden, and Good Housekeeping, 
direct mail promotion, and store- 
window exhibits throughout the 
country. The award will be made 
in February, 1946, at which time 
a television presentation will be 
conducted. 

Actual stock samples must be 


| submitted to Lewis & Conger, dur- | 


ing December, 1945. Cooperating 
in plans for the award is the Na- 
tional Safety Council. Judges will 
be Julien Elfenbein, editor of 
House Furnishings Review, chair- 
man; Katharine Fisher, director of 
'Good_ Housekeeping Institute; 
Richardson Wright, editor of 
House & Garden; Eloise Davison, 
director of the New York Herald 
Tribune Institute; and Col. John 
Stilwell, president of the National 
Safety Council. 

The campaign will be placed 
| direct. 


Bristol-Myers Plans 
Ads for Gracie Fields 


| Bristol-Myers Company, New 
| York, has scheduled five 120-line 
|advertisements for leading news- 
papers of 56 cities to run Nov. 14 
and four weeks thereafter as 
promotion for the new “Gracie 
| Fields” program as well as _ the 
| Series starring Alan Young, both 
|on the Blue Network. The Eng- 
lish comedienne’s show starts Nov. 
| 14, to be heard Tuesday 9-9:30 
|p. m., EWT, immediately following 
Alan Young. 

Products to be promoted are 
Ipana, Mum and a hitch-hike an- 
|/nouncement for Ingram’s shaving 
|cream. Agency is Doherty, Clif- 
‘ford & Shenfield, New York. 
|Young & Rubicam, New York, 
handles Alan Young in the inter- 
ests of Sal Hepatica, Vitalis and 
| Trushay. 


Resumes Promotion 


for Cinco Cigars 


| Webster -Eisenlohr, Inc., New 
| York, which places regular sched- 
ules in magazines and newspapers 
for its different size cigars, has 
|resumed promotion for the 10-cent 
Cinco cigar with a series of full- 
page color ads in Look. 
Captioned “Want to taste a tri- 
umph,” the ads feature color pho- 
tographs of appetizing dinners in 
famous American restaurants with 
the suggestion that a Cinco cigar 
is “a perfect ending to a perfect 
dinner.”’ Agency is N. W. Ayer 
& Son. 


Laduby Appoints Upham 

Laduby Company, New Haven, 
Conn., has appointed Philips Webb 
Upham & Co., New Haven, to 
handle its account. Trade publica- 
tions and direct mail will be used 
for Flur - o - Locks fluorescent 
lamps. 


'To Noyes & Sproul 

Wernet Dental Mfg. Co., Jersey 
City, has appointed Noyes & 
Sproul, Inc., New York ethical 
medical agency, to handle dental 
advertising for the company. 


director of typography of Fred F, 
Esler Ltd., advertising typogra- 
pher, Montreal. 


ADVERTISE 


the way salesmen sell - | 


DIRECT TO YOUR BUYERS#am 


Haire publications are buyers’ bibles. 
Buyers may glance at general trade 
journals ... but they study and live with 
their own specialized Haire papers . 


Here your ads are most effective 
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{q/HEN a brand-new advertising medium becomes a far wide of the mark! Sales-power? Listen to this: 
. ' } veritable “home organ” covering the entire fam- O i , o7 of hi 
P . . . . . — > ne ’ rer rec F oraers — 
» ily—age 6 to 60—advertisers will do well to prick BE Sas Aerentnes Geet Yo. ae eee 
not inquiries, orders—from married women; the 


) their ears. ! Pea ; 
bulk of remaining orders from servicemen. 


y 
i hen this same “home organ” (namely, the maga- 
F ie comics) has so many extra readers-per-copy 
it they are almost beyond calculation—then you 
1 envision the tremendous extra value you get, : mie Pa apni 
remaining 35% cost but 25¢ each. 


N 
"4 every advertising dollar invested. 7 
a recent survey, two facts stand out: —One advertiser, with national distribution, gets I | \\ ( |' | | 


—A famous mail-order advertiser, who cannot han- 
dle customers under age 16, discards 65°%, of his 
inquiries for this reason—yet inquiries from the 


| enough mail-orders from non-distribution towns to 


st, the magazine comics are now read in g out of pay the cost of the magazine comics ads. 1 
\merican homes, for a total monthly circulation E like tl ndi } : ; \| | (; { ] | \ I) (’ () i} ] (’ \ 
| groups, including our own) of 25,000,000 pri- acts like these indicate that the magazine comics Wit AL | dt 


yy, iry newsstand purchasers. have terrific sales spin on the ball. Our own I awcett 
; - : Magazine Comics (circulation 4,293,000 pel month) Captain Marvel Adventures, Captain Marvel, Jr., Captain - 
2 ond, the magazine comics are a new kind of are sold out today—no advertising space available. Midnight, Don Winslow of The Navy, Funny Animals, 7 
RS | ighborhood currency—traded from reader to But keep us in mind, please. Space schedules occa- Whiz Comics, Master Comics, Wow Comics. Fawcett Pub 
. : , - : , . l 5 New York 18: 15¢ i way. Chicago 1: 
Re ider until they literally fall apart. Individual sionally open up. And what’s more, the terrific sales- wateNh, Nt, aw Teen $0: fees Broaiway, Crmage 2 
4 / / 360 North Michigan Avenue. Edward §. Townsend Co., 


se histories indicate that readers-per-copy can be power of the magazine comics can come in mighty Los Angeles 14: Pacific Mutual Building—San Francisco 4: 
imated at anywhere from 5 to 213—and not be handy, come postwar, Russ Building. 
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to Aid Campaign 


Against Inflation 


New York, Nov. 2.—Banks 
throughout the United States are 
cooperating with the War Adver- 
tising Council in a “Planned 
Spending and Saving” program 
|designed to arouse wage-earners 
|to the importance of “saving now 
|for worthwhile spending later.” 
| A series of advertisements, each 
/carrying the line “This advertise- 
|ment is approved by the Office of 
|Economic Stabilization,” has been 
i|made available to the nation’s 
/15,000 banks without charge for 
local sponsorship. Both the Amer- 
|ican Bankers’ Association and the 
| National Association of Mutual 
|Savings Banks are backing the 
|plan. The Council has already re- 
|ceived several thousand requests 
| for mats, and ads in the new cam- 
|paign are beginning to appear in 
|all parts of the country. 


Cape Cod type house with the cap- 
tion, “This is the house that war 
bonds will build in 1954.” Another 
shows a group of young men and 
women in cap and gown with copy 
headed “The Graduating Class of 
War Bond College in 1954.” Still 
another is headed “Have you for- 
gotten how a thin pay envelope 
looks?” Each ad carries space for 
the name of the local bank spon- 
soring the copy. 

The booklet containing the ads 


| 
| 


Typical of the series, prepared | public 
by Edwin Bird Wilson, Inc., New | Chicago Association of Commerce, 
York, is one showing an attractive | has joined Carl Byoir & Associates, 


15,000 U. S. Banks |Packaging Men Organize 


Formal organization of the In- 
dustrial Packaging Engineers As- 
sociation of America has been 
completed and headquarters estab- 
lished in the Tribune Tower, Chi- 
cago. Officers of the new organi- 
zation, which will stress product 
protection through good packag- 
ing, include: R. F. Weber, Inter- 


| national Harvester Company, pres- 


ident; M. H. Allen, Dodge division 
of Chrysler Corporation, vice- 
president, and D. H. Irwin, San- 


gamo Electric Company, Spring- | 


field, Ill., treasurer. 


WLW Opens Office 

Station WLW, Cincinnati, has 
opened a sales office in Atlanta 
under the direction of Herbert L. 
Flaig, formerly WLW _ account 
executive at Chicago. The new 
office, WLW’s fourth, will be at 
10 Ellis St., N. E. 


Ashley to Byoir 
Frederick J. Ashley, for 16 years 
relations director of the 


Chicago public relations counsel. 


Localized Posters 
Tell of ‘Swing 
to Chesterfield’ 


New York, Oct. 31.— Future 
plans of Liggett & Myers Tobacco 
Company to use outdoor posters 
localized to each community went 
| undisclosed this week following a 
one-month campaign in behalf of 
Chesterfield cigarets. 

Although the company is having 
no trouble these days marketing 
fall the Chesterfields it can pro- 
duce, Liggett & Myers went to the 
extra cost of a paste-over on 24- 
sheet posters promoting the theme, 
“The Swing in (name of city) is 
to Chesterfield.’”’ Postings 
limited to the month of September. 

Use of the localized technique 
is unusual for a national adver- 
tiser except in cases where the 
name of a local distributor may be 
tied in along with the city’s name. 

The Chesterfield posters were 
used in markets from Chicago west 
to the Pacific Coast, and in several 
areas in the East, including Dela- 
ware. 
outdoor 


advertising, 


Advertising Age, November 6 


were | 


| York, is launching an advertisin 


|of wool and wool blends. 
The company has been using | 
along with/is the agency. 


other major media campaig 
all communities of 5,000 and 
population. 


Release Munchies Coy 

Munchies, new ready - ti - es, 
cereal manufactured by Dr. 
son Foods, Toronto, is being 
duced to Canadian consum 
a campaign released to Ca 
dailies by Harry E. Foster © vey. 
cies, Toronto. 


To Flanley & Woodward 


Zelia Zigler, formerly in 


ner- 
chandising and promotion wor, 
for Shell Oil Company, San Fran. 
cisco, has joined the executive 
staff of Flanley & Woodward, New 
York public relations counselor, 


Releases Lanaset Drive 


Calco Chemical division, Ameri. 
can Cyanamid Company, Ney 
and publicity campaign on Lana. 
set, new trade-marked melamine 
resin used for shrinkage contro] 
Hazard 
Advertising Company, New York. 


and explaining the plan points out | 
that the program is part of a ‘“‘con- | 
tinuing effort designed to support | 
| both war financing and anti-infla- | 
tion.” Copy throughout the series | 
urges both war bond buying and | 
putting a regular amount out of | 
every pay envelope into a savings | 


IF’ you tthe to. seat 


rich markets where 
spendable income is. 


high—war or no war... 


IF you want complete 
_fadio coverage in one of 
the best of these markets 
—the East Texas - North 
Louisiana-South Arkan- 
sas region... 


Soe OR ep ea 


es 


IF you want that radio 
coverage to be not only 
available to, but welcome 
in, the homes of this 


v 


THEN USE A ; 


BIG 


STATION 


v 


TO COVER THIS > 


- WKH 


50,000 WATTS — 


., i _ G Shreveport Temes Station 
3 , SHREVEPORT, LOUISIANA 


THE BRANHAM CO 


. 


account. 


Decca, Appointing 
Newell-Emmett, 
Starts Campaign 


New York, Nov. 2.—Decca Rec- 
ords, Inc., has 
|papers in 80 cities for a large- 


Emmett 
| pointed. 


Company, 


| 
| 


scheduled news- | 


space campaign through Newell-| 
recently ap-| 


| The campaign, which coincides | 


| with Decca’s 10th anniversary, at- 
| tacks the theory that only classi- 
|cal music is “good’’ music. The 
| first ad points out that “as far as 
| we are concerned, ‘classical’ is the 
| best of its kind . . . recorded the 


way you want to hear it, not the| 
way somebody thinks you ought 


to hear it.” 

Decca also plans to record 
literature, plays and regional 
music. “We believe that the great- 
est music in the world is yet un- 


written, the greatest songs are yet | 


unsung, the greatest records 
yet to come,” copy declares. 


Mills, N. Y., and Edward K. Tryon 
Company, Philadelphia sport mer- 
chandise distributor, have named 
W. L. Black Advertising Agency, 
Reading, Pa., to handle their ac- 
counts. 


Map Vitamin Drive 


Consumers Vitamins, Inc., has 
appointed Blaine-Thompson Com- 
pany, New York, to handle a 
forthcoming national newspaper 
and radio campaign. About 50 
newspapers from coast to coast 
will carry large-size insertions. 


Waterston Appointed 
Harry C. Waterston, former ac- 
executive of S. Duane Lyon, 


count 


Inc., New York, has joined Ray- 
Hirsch Company, New York 
agency, aS a V\V ce-president 
Ferrera Joins Geyer 
Jordan Ferrera, formerly in the 
traffi departments of McCann- 
Erickson, and William Esty & Co., 
New York, has joined the traffic 
nd production department of 
Geyer, Cornell & Newell, New 
York 


are | 


| 


| 


Are you concerned about the possibility of losing 
touch with your market during reconversion? 


You don’t need to be! 


Through MILL & FACTORY you can keep in con- 
stant touch with the men who count in the plants that 
count... no matter how many war babies fold up, no 
matter how many new plants grow up, nor how much 
personnel shifting goes on. 


The reason why MILL & FACTORY can give you 
guaranteed coverage of industry’s key men at all 
times...even during conversion... is simple — 


Its circulation is selected and kept 
up-to-date by industrial distribu- 
tors — not subscription canvassers! 


There are 132 of these Industrial Distributors... 
strategically located throughout United States. And 
_these Distributors employ more than 1200 sales- 
men, who act as circulation-builders for MILL & 
FACTORY. 


These salesmen call on all worthwhile plants regu- 
larly. As a result, they know just which plants are on 
the way in, just which ones are on the way out. They 
know which executives have changed jobs or “lost 
their stripes”, as well as which ones have stayed put. 


They report all this information 
to MILL & FACTORY promptly! 


Promptly — because Industrial Distributors pay for 
all copies of this magazine, and naturally insist on 
keeping its circulation list right on the beam every 
month. 


Don’t let reconversion upset your applecart. During 
this difficult transition period, keep contact with the 
key men in your market by advertising in MILL & 
FACTORY, the one magazine you can depend on to 
get your message through to them every time -—on 
time! 


Conover-Mast Corporation — 205 East 42nd St., New 
York, 17, N. Y.; 333 No. Michigan Ave., Chicago, |, 
Ill.; Leader Bldg., Cleveland, 14,Ohi0; Duncan A. 
Scott & Company, West Coast Representatives, ° !i!Is 
Bldg., San Francisco, 4, and Pershing Square |! dg 
Los Angeles, 13. 


A CONOVER-MAST PUBLICATIC \ 
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When we say “everybody” likes the New York 
News, we're speaking of the fact that, among 
all New York City’s newspapers, The News has 
the largest percentage of readers in every income 
district. 

Not everybody in New York City’s metro- 
politan area buys or reads The News. But enough 
people do so to give it the largest newspaper cir- 
culation in America (2,000,000 copies net paid 
daily, 3,700,000 Sunday). Many more would buy 
it if wartime paper shortages didn’t prevent. 

The News appeals equally to all types of 
people. Why? Well, for one thing, The News is 
an all-around newspaper. Its news coverage is of 
the best, what with its own able reporters, with 
A.P., U.P. and Chicago Tribune press services, 
with various special writers and correspondents 
—and with editors and rewrite men who are 
expert at honing the day’s news to its razor-sharp 
essentials and packing it snugly and strikingly 
into The News’ convenient tabloid format. 

For another thing, News features are tops. 
World-famous comic strips—Dick Tracy, Little 
Orphan Annie, Terry and the Pirates, Gasoline 


‘THE & 


NEW YORK'S ~ 


Alley, Moon Mullins, The Gumps, Smilin’ Jack, 
Smitty, Winnie Winkle, Harold Teen. . . car- 
toons by Batchelor and Clark... informed and 
informative Broadway, Washington and Holly- 
wood columns by Ed Sullivan, Danton Walker, 
John O’Donnell, Hedda Hopper . . . authorita- 
tive, dependable dramatic criticism by John 
Chapman . . . authoritative, dependable movie 
criticism by Kate Cameron, Wanda Hale, Dor- 
othy Masters... women’s features that are really 
useful, by Antoinette Donnelly, Doris Blake, 
Bettina Bedwell, Nancy Dorris, Gladys H. Bevans 
. .. Superb sports pages . . . news photos by The 
News staff of ace cameramen, and by the world’s 
best news photo services. 

All this, however, would not by itself account 
for the fact that “everybody” likes The News. 
There is also a little matter of the spirit in which 
a newspaper operates, year in and year out. 

New York’s metropolitan area contains the 
most heterogeneous mixture of races, creeds, 
economic groups and political points of view to 
be found in any one spot of comparable size on 
the globe. The News could slant its policies to- 


NEWS 


PICTURE NEWSPAPER 


de Lie 


NEWS BUILDING, New York 17 * TRIBUNE TOWER, Chicago 11 * 155 MONTGOMERY ST., San Francisco 4 


ward a few of these groups and away from the 
rest—could play off one faction against another 
—could have favorites and sacred cows, pet 
hates and fixed prejudices. 

The News does none of those things. It sticks 
relentlessly to what it conceives to be the prime 
business of a newspaper; namely, to do a daily 
job of spreading information, interest and fun to 
the largest possible number of people in the 
community it serves. 


THE News does not try to be everybody’s sweet- 
heart—meaning to lick everybody’s boots. It 
does try to be the enemy of nobody except 
enemies of the public welfare. 

And there, we think—in the spirit in which 
The News operates—is the basic reason why 
“everybody” likes The News. 


in New York City, 
Tout of 10 families read The News! 


erage net paid September circulation exceeded 2,000,000 Daily... 3,700,000 sunday 
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Never Underestimate the Power of a Woman! 


HOW TO USE 
= | THE VOTING MACH, 
/ 


nial id 


Nor the Power of the Magazine Women believe 1! 


Authorities agree that more women will cast votes than 


men this month — but then every month women alone vote more 
circulation to this one magazine than men and 


women combined bring to any other audited magazine. 


LADIES’ HOME 


JOURNAL 


LARGEST AUDITED CIRCULATION OF ANY MAGAZINE 
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lie P. ay - Off r NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In 
order 


is department, basic principles which have proved their value in mail 
advertising—and which are equally important to the advertiser who 


does not seek direct inquiries or orders—will be reviewed and discussed from 


wee! 


to week. Pertiment case histories, queries and comments from readers 


gre invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Manager, 
La Salle Extension University 


A very interesting mailing from Webb 
Young, Trader (a “side-line” project of 
James W. Young, well known advertis- 
ing man and author of “The Diary of an 
Ad Man”) of Santa Fe, N. M., illustrates 
well one very effective form of direct 
mai! selling. 

It is selling unusual gift items for your 
Christmas list—a variety of catchy arti- 
cles typical of that country. It employs 
the proved methods of such selling—a 
two-page form letter, a 24-page little 
booklet listing and describing the articles, 
a handy order blank and even an extra 
leaflet offering boxes of dates. 

But the factors in the mailing which 
caught the eye of The Pay-Off were two— 
the very personal tone of the whole mail- 
ing and the whimsical descriptions of the 
articles. 

The letter for example (very simply 
printed on two sides of a small letter 
sheet with a printed signature) tells in- 
terestingly of the writer’s travels through 
the Rio Grande and Santa Fe region and 
how these trips have enabled him to find 
the craftsmen and products for this offer. 
Written in the first person, it leads you 
along until in the next to the last para- 
graph it tells you what all these travels 
mean to you and invites you to read the 
booklet. 

All through the booklet, too, which is 
titled “I go a-Trading up and down the 
Rio Grande,” the copy is written as 
though Webb Young were talking to you 
personally. The first person pronoun is 

berally sprinkled in the descriptions. 
For instance in the order instructions, it 
eads “No stamps, please. I cannot use 
them, as all my mail is machine stamped.” 
You feel that you are not dealing with an 


You Oudgtt toKuow . 


Tall, rangy, and quick in action and 
speech, Kenneth Beirn has a lively gusto 
about him which is undoubtedly one of 
the chief reasons why, at the youthful age 
f 34, and from his suave office on the 
42nd floor of a Radio 
City skyscraper, 
he directs staff activi- 
ties as executive vice- 
president and New 
York manager of 
Grant Advertising, 
Inc. 
To have gone so far 
; in advertising in such 
_.... a short time might 
indicate that it had 
long been a fixed goal 
with him, but that is 
m the case. Like many another 
ige executive, he zig-zagged consider- 
n his progress. An early strong 
ie was to become a doctor. That 
owever, and he found himself, in 
graduate of Yale with a B.A. 
depression was still playing to 
room Only, and jobs were as 
as impounded $20 gold pieces. 
quickly decided that what he 
to get away from it all was an 
oyage, and in lieu of a sponsor 
t to the Isthmian line and ex- 
{ his B.A. for an A.B., able-bodied 


4 
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Kenneth Beirn 


is a good year to rub Yale off 
llar,”’ he says, recalling the days 
n chipping rust, painting, and 
ng decks, while the ship made a 
y ’round the world cruise. 

in New York, the best he could 
a job as office boy at the Lord 
re Press at $15 per week. Within 


impersonal corporation but with an indi- 
vidual. 

The selling copy never forgets the 
“you” angle but blends it masterfully with 
the story of the sources of the articles. 
Thus in talking about a child’s spoon and 
pusher set, Webb Young says, “Recently 
I wanted to buy a silver baby cup for a 
child in my family, and I couldn’t find 
one high or low. So when I saw these 
things which a Mexican silversmith had 
made for his own child, I got him to du- 
plicate them for me.—Babies, thank 
Heaven, are one thing we have no short- 
age of in this country, so you undoubtedly 
know one that you’d like to start off with 
a silver spoon in his mouth.” 

Describing some lapel or hat ornaments, 
he says, “No. 1, at the top is the Burro, 
the Mexican Man-of-all-Work. Here he 
has just been freed of his burdens, and is 
starting off in a self-satisfied manner to 
find his supper.” 

About a lighter, he adds, “If you know 
a gentleman who looks his best in dinner 
clothes, you know this one would suit.” 

Commenting on “My Famous Fu-Fer- 
Aw,” a fringed short coat pictured on an 
attractive girl, he interpolates, ““Answer- 
ing inquiries, I cannot furnish the girl 
with the coat. But if you know one of 
this outdoor type, I guarantee that a Fu- 
Fer-Aw will fetch her.” 

Speaking of some silver shell salt 
dishes, he suggestively writes, “They are 
really about as pretty as anything could 
be, and when I put them on an old Span- 
ish table, which I have, where they catch 
and reflect the candlelights, I am mighty 
glad I found them.” 

There are certain situations and types 
of products which call for exactly this in- 
timate, personal handling. This mailing 
is a fine example of tuning your presen- 
tation to the nature of your proposition. 


°° KENNETH BEIRN 


a year he was a salesman, at $30. 

“I sold the largest order we ever had, 
and it went te my head,’ he says with 
humor, but wry. “I not only wanted more 
money, but lots of it, or else! They said, 
‘Else. Was I naive! I hadn’t learned 
that when you issue ultimatums you 
should have a spot lined up if they say 
‘Else.’ ” 

Depressing days of job hunting fol- 
lowed. 

“After one particular turn - down,’ 
Beirn relates, “when I got on the street, 
I realized the man had scarcely looked 
at me, had asked practically no questions. 
Beirn began to burn. I went to a W. U. 
office and sent the man a number of wires, 
signing names of friends and fictitious 
names, telling him what a super-salesman 
Beirn was. The next day he called me, 
and I became a member of a sales crew 
calling on radio dealers for RCA Mfg. 
Company, Camden, N. J.” 

Progress, now, was rapid. Beirn was 
soon called into the executive office as 
“odd jobs man” for Tom Joyce, sales 
manager. One of the “odd jobs” was 
handling promotion on the Camay-RCA 
contest, with radios as prizes. Soon he 
was named advertising manager for Vic- 
tor Records. 

Working on the Camay contest and 
with Victor Records gave Beirn a close- 
up view of advertising agency operation, 
and he liked it. In 1936 he joined Ped- 
lar & Ryan, remaining until 1942, work- 
ing first as assistant account executive on 
the Bristol-Myers account, and as account 
executive on Camay, a Procter & Gamble 
product. In 1942 he joined Blackett- 
Sample-Hummert, Inc., as an account ex- 
ecutive, remaining through the Dancer- 


Fitzgerald- Sample reorganization until 
January of this year. when he took his 
present job with Grant in New York. 
Beirn was born in Kansas City in 1910, 
attended high school in Buffalo, and went 


to Yale from Larchmont, N. Y. Hobbies? 
Skiing and sailing. 

He is married and the father of a two- 
year-old daughter, Russell, born at 1:30 
p. m., Dec. 7, 1941. 


lhe Creative Mans Corner 


The two advertisements reproduced 
here appear close together in the Novem- 
ber issue of Better Homes & Gardens. 

But, if they are separated by only four 
pages in the magazine, they just as surely 
are twenty years apart in their approach 
to a similar advertising problem. What 
makes this interesting is the fact that such 


bin half the tic, now, Mom 6 abe 


To put a dinner on the table 


comparisons may be made in almost every 
line in almost every magazine and in any 
week on the air. 

Over the heading, “This is the house 
that Gas runs!” the American Gas Asso- 
ciation tells us that: 

“Susan’s bath is the last of four 

The water’s hot... and there’s gallons 

more!” 

It’s a “house where even the faucets 
are touched with magic! Where a faithful 
automatic Gas water-heating system 
keeps all the hot water you need con- 
stantly on tap.” 

“In half the time, now, Mom is able to 

put a dinner on the table!” 

Mom has “a new, silent Gas refrigerator 
that'll keep more foods fresh longer ...a 
Certified Performance Gas range”’. 

As far as Dad is concerned: 

“Bother with fuel is a by-gone thing 

A flick of the wrist—vyou’re set ’til 

spring! 

... Seashore coolness in summer, sunny 


warmth in winter. All brought easily, “ 


effortlessly by the tiny blue Gas flame 
that cools as well as heats’. 

That is an advertisement that hardly 
calls for comment. It is brightly written 
and it makes a clear, exciting promise to 
practically everyone. 

The Bituminous Coal Institute adver- 


Dorit build high fuel bills 
inlo-your chimney -* 
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tisement, on the other hand, narrows its 
audience initially to prospective home 
builders and then squeezes it down still 
further by taking off from what surely 
must be for everyone in the world (except 
perhaps the Secretary of the BCI) the 
least interesting end of a chimney. 

This is an advertisement in which the 
principal selfish interest to be served 
appears to be that of the Bituminous Coal 
Institute. Its case is based upon the asser- 
tion that “skimping on your chimney can 
be one of the costliest mistakes you can 
make—if you build a chimney too small 
for bituminous coal’. It backs the state- 
ment up with “the average delivered cost 
of bituminous coal is less; costs less to 
use.” 

Now, what this Corner would like to 
know is, how much less? And how much 
less than what? 

Unfortunately, advertisements like this 
cost just as much to make and just as 
much to run as the other one. 


business Chart ot the Meek 


INCREASED MARKETING COSTS 
EXERT UPWARD LEVERAGE 


MORE 
SERVICE } 


MORE 
| ADVERTISING | 


— WIDER 
DISTRIBUTION 


_— 


MARKET-FACTURING COST OPERATION 


HOW INCREASED MARKETING COSTS GIVE DECREASED 
MANUFACTURING COSTS AND NET LOWER PRICES TO USERS 


---One of exhibits used at Boston Conference on Distribution Oct 16, by 
Marvin Bower, McKinsey& Co,, to demonstrate that increased marketing 
costs may actually result in lower total net prices to users 


THIS LEVERAGE DRIVES DOWN 
MANUFACTURING COSTS 
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38 
a dustry for research and develop- 
Auto Paper Moves Addi tional FIC ment, wages, materials, taxes, re- 
Automobile Topics, Detroit, has | pairs and other items. 
moved to larger quarters at 550 Though the report has been 


W. Lafayette Blvd. available to government officials 


Corporation Study i" thar s sean the Bune 


| 
of the Budget has refused to per- 
It’s up to you! | mit general distribution of the ma- 


HOW MUCH - ae ‘terial. Because of increasing 

oe ae age rok {0 Be Released awareness of the need of business 
WILL YOU the Pacific oi! helds | ‘for information of use in postwar 
will be rebuilt.Very | | planning, the Commission hopes to 


REPLACE? little has been left | Balance Sheets of ‘release within a few days the few 
; standing | e remaining copies of the report. It 
2,747 Companies is called “Industrial Corporation 


dk agi den ances Cai. Put Under X-Ray Reports: 1940 Series. 


start telling your story to the No Consistent Pattern 


men who are planning the 
rehabilitation. They are now 
buying for future delivery. 


Washington, Nov. 2.—Adding to Second in a series begun in 
| the fund of information on the}|1939, the corporation report is 
role of advertising in the opera-| chiefly a financial document re- 
tion of major industries, FTC has|flecting profits, costs and other 
prepared and may release shortly |data of value to those interested 
j}an X-ray of the balance sheets of|in financial details. Like the ad- 
2,747 corporations for 1940 which|vertising report, it demonstrates 
reflects the relationship of adver-|no consistent pattern of the rela- 
tising and sales to other costs. ‘tionship between advertising ex- 


_ For the most part, the advertis- | penditures and total selling costs. 
WORLD PETROLEUM ing and sales cost figures in the | However, it includes tables which 
corporation report are identical|may be of considerable impor- 
Under the Management of “> — those used in ~~ oe ad-/| tance to those interested in study- 
: vertising survey released last/in the comparative sales and 

' REX W. WADMAN | Monday, but these figures are tied | oe expenses of industries. 
2 WEST 45TH STREET » NEW YORK 19,N Y | with the expenditures of each in-| In its first industry report, re- 


- 


Here comes the leech 


But his Hirudo medicinalis 


heals nothing! 


“The Leech,” phony physician of an out- 
grown age, never made a call without his 
blood-sucking companion. No matter what 
the malady, blood-letting was the first at- 


tempt at cure. 


Symbol of ignorance that prevailed for 
more than three centuries, this futile prac- 
tice stopped no epidemics, healed no 
wounds and brought no ease to suffering. 
The advance of culture and knowledge 
swept aside such ineffectual methods, and 
mankind continued a steady climb to bet- 
terment. Today, sound, intelligent health 
measures are the common property of 


millions. 


Day by day, science uncovers new miracles 
about the human body and mind. These 
are brought to people everywhere by 
HYGEIA, progressive, family health mag- 
azine of the American Medical Association. 
HYGEIA tells the fascinating story of 
medical achievement in lay language 

exposes quackery .. . promotes cooperation 


between patient and physician. 


eA. . iy y re 7.000 ser1ec io ° 
With Health-Minded Thoroughly read by 11 elect, high 


; income subscribers and by more-than-a- 
Readers, HYGEIA Clicks! 


million patients in doctors’ waiting rooms, 


All products advertised in HYGEIA must, in HYGEIA inspires the confidence that 
the opinion of the AMA judicial bodies, live counts in bringing returns for the adver- 


up to the claims made for them. That's why 
HYGEIA advertisements are read with confi- 


tising dollar. Why not let us give you full 
dence by intelligent. high-grade subscribers. details? 


35 NORTH DEARBORN STREET ° CHICAGO 10, ILLINOIS 
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leased in 1941, FTC dealt with 76 
industries including 780 corpora- 
tions. The sample was greatly 
expanded the second year, and the 
breakdown of information is far 
more complete. 

Since the 1940 report was pre- 
pared at the time the national de- 
fense program was getting under 
way, the sample was weighted to 
cover with special care those in- 
dustries which were expected to 
play a major role in the war effort. 
In 81 of the industries covered, for 
instance, the reporting firms did 
87% of the business, though the 
percentage is smaller in some of 
the other fields. 


Sales, Advertising Small 


An average for 2,549 firms re- 
porting complete details shows 
that advertising and sales gener- 
ally were minor items of expense, 
costing only 1.87c and 2.99c re- 


spectively of the dollar received | 
from sales. In general, raw ma-| 


terials costing 39.14c of each dol- 
lar were the chief expense, with 
wages and salaries (excluding of- 
ficers) second at 22.63c. Other 
important items were: deprecia- 
tion, 3.10%; repairs and mainte- 
nance, 1.53%; corporative taxes, 
1.25%; social security, 1.06%; ex- 
cise taxes, 5.63%; officer’s salaries 
0.73%, and net profit on sales, 
10.63% 

Many marketing people ma 
find material of interest in “table 
5” of the report, the table which 
is devoted to “operating ratios” 
for the 86 industrial groups. In 
this table, FTC gives for each in- 
dustry the percentage of the sales 
dollar that goes for materials, di- 
rect and indirect labor, deprecia- 
tion, repairs, maintenance cor- 


porative taxes, social security, re- | 


search, selling and delivery, ad- | 
vertising, administrative and of- 
fices expense and_ uncollectible 
accounts. 


Industry Figures Given 


This table, for instance, reveals | 
that for 64 corporations in the| 
automotive parts and accessory | 


field, advertising takes 0.9c of each 
sales dollar, sales and delivery 


another 3.24c. Like most inalieaes | 


tries, materials are the Major ite 
of cost, running 42.58¢c of cag 
dollar, while direct and in: req 
labor cost 14.0le and res. aro, 
0.7c. 

Similarly, the table shows tha 
sales and delivery are extre nel; 
important in the bread and b: <er, 
products field, costing 24.2 of 
each sales dollar, with an - dqj. 
tional 2.63c for advertising. Wa. 
terials are still the leading item 
however, running 38.84c, and abo; 
12.96c. In the gray-iron and maj. 
leable-iron castings industry ],. 
bor, reaching 34.3lc, passes ma- 
terials, costing 32.99c. Advert 
ing is only 0.3c and sales and de. 
livery, 3.58c. 

In addition to these complete 
details for each of the 86 industry 
groups, as well as a number of 
sub-groups, the report contains 
charts which illustrate the rela. 
tionship of selling and delivery to 
total sales in each field, and ad. 
vertising to net sales. The re Port 
covers all of the industry groups 
included in the advertising survey, 


Klein Leaves Roshon 

Edward L. Klein, director of 
public relations, advertising and 
publicity for Russell C. Roshon 
| Organization, national distributor 
‘of 16mm motion pictures, has re- 
"| signed. After taking an extended 
| vacation, Mr. Klein will announce 
| future plans. 


T HE poor working girl. 
but can we help it if so 


Union-Star? With its substantial lead in City Zone 


circulation for over ten 


now delivered to more than three out of every 


four homes. It is the 


Schenectady by leading national advertisers. 


KELLY-SMITH, National Representatives 


By All Standards 


YouRE TELLING ME? ITS THIS 
WAY EVERY TIME THE Boss 
RUNS AN AD INTHE UNION-STAR 
--- MY FEET ARE KILLING ME 


AND I'VE GOTA 
a, HEAVY DATE 
TONIGHT 


t2 


We sympathize with her 
many people prefer the 


consecutive years, it is 


number one choice in 


A Good Newspe ° 
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L 
ttor of 
ng and 
Roshon 
ributor 
has re- 
‘tended 
inounce 


ON THE ONE HAND: JM ENORMOUS FACILITIES FOR PRODUCTION 


ON THE OTHER HAND: JM UTTERLY INADEQUATE FACILITIES FOR 


MUNICI 


OMING WITHIN 4 YEARS: 500,000 Private Aircraft, 20,000 Commercial Aircraft!* 


eeded NOW: 12,000 Airports, Airparks, Flight Stops and Air Harbors. YOUR MARKET: 


he Key-Men Who Will Build and Operate These Service Facilities. Read the Facts: 


. 
iA 


iB 0om- 
he fie 
yOur 
eirpo 
To Dp 


1) 


come to grips with the critical situation in 
nerica’s vast aviation industry. 


‘xpansion of postwar aviation will not be in 


| of war-swollen aircraft production. Instead, 
eat coming market will be in expansion of 
and aircraft maintenance and operations. 


‘ bluntly: Today’s maintenance and servicing 
s for private and commercial flying are 
inadequate for what's coming. And here’s 


Vhen war came, aircraft production facilities 
tly expanded—more than adequate for peace- 
s. 

ut the thousands of aircraft that came off 
were shipped overseas for military use— 
nmilitary airports, maintenance and opera- 
ilities remained static. 


To put these thousands of wartime aircraft 
ime use, over 12,000 new airports, airparks, 


flight stops and air harbors must be built. Thousands 
of machine shops erected. Thousands of hangars con- 
structed. Landing facilities laid out. Thousands of 
other needs met. 


THIS MEANS: The actual postwar market in the avia- 
tion industry will be the tremendous expansion of 
airport service (fixed base) operations facilities. 
And the men you must sell—the actual buyers in this 
market—are the key-men of airport and aircraft 
maintenance and operations. Without them, this post- 
war airport service expansion cannot come to pass. 


HERE IS one magazine, in the whole aviation field, 
specifically edited to reach, cover and sell these key- 
men as a group: Aviation Maintenance. Through our 
advertising pages, you can get your share of this 
coming market’s huge business. 


NOTICE: Space is almost sold out. Reservations must 
be made immediately. 


*As recently quoted by Government Authorities 


lation Maintenane 


SERVICE | 


PAL AIRPORT. 


@ A constant flow of first-hand, up-to-the-min- 
ute information reaches our editorial pages by 
means of our 4-place Stinson Reliant, piloted 
by R. C. Blatt, well-known airport and aircraft 
engineer, formerly of CAA and now Aviation 
Maintenance technical editor. In the past 3 
months alone, many trips have been taken by 
editorial executives to bring back last-minute ‘ 
developments on airport and aircraft main- % 
tenance and operations for our 16,000 primary bt 
reader circulation. 


Another Conover-Mast Publication 


205 East 42nd St., New York 17; 233 North 
Michigan Ave., Chicago 1; Leader Building, 
Cleveland 14; Duncan A. Scott & Co., West 
Coast Representative, Mills Building, San 
Francisco 4, Pershing Square Building, Los 


Angeles 13. 
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For the Longfellows 


To the Editor: I was very much 
interested in reading one of the 
letters in your “Voice of the Ad- 
vertiser,” Oct. 23, — captioned 
“Break for Longfellows.” I 
notice that Mr. Kirk, the writer of 


the letter, remarks “Now if shirt! 


manufacturers will also wake up 
and begin supplying a sufficient 


quantity of 36” sleeves, bigger | 


men might be getting a break. It’s 
practically impossible to buy a 


novelty shirt or a colored pattern | 


in anything but a 35” sleeve—why, 
only the moguls of the shirt busi- 
ness can answer. This might be a 
good time to awaken the Long- 
fellow Society again... etc., etc.” 

If Mr. Kirk were a resident of 
New York City, he would know 


that our client, Adler Shops for | 


Men, as far pack as 1940 cham- 
pioned the cause of men who are 
six feet tall and over. I am en- 
closing photostat of an advertise- 
ment in which Adler attempted to 
encourage the manufacturers of 
beds, bedding, tables and other 
furniture, autos and theater seats, 
doorways and staircases, bathtubs, 
etc. (in addition to the more ob- 
vious articles of wearing apparel) 
to “do something about it.” As 
you will note in this advertise- 
ment, Adler, as far back as 1940, 
provided six-footers with shoes 
made especially for men who wear 
sizes from 12 to 16. Since then 


they have added such items as| 


hosiery up to size 13, gloves up to 
13, slippers up to 13 and shirts up 
to size 20 to fit these taller-than- 
average gentiemen. And _ they 
would have carried this crusade 
much farther had it not been for 
the difficulties of obtaining un- 
usual size merchandise under war- 
time, priority-bound conditions. 
So in case Mr. Kirk happens to 
be, himself, a ‘“‘Longfellow,” you 


might pass on the information tnat | 
he can obtain these wanted items | 


for himself and for any of his 
friends who might tower above 
the majority of us. 

CHARLES L. ROTHSCHILD, 
Franklin Bruck Advertising 
Corporation, New York. 

7. Soe 


Approves Benton's 


Sponsor-Free Radio 


To the Editor: I thought the 
current issue of AA was unusually 
full of news. What struck me most 
was Benton’s idea of three spon- 
sor-free airwaves. Wonderful. 

Just wrote him the enclosed let- 
ter. 

If there is anything America 
needs besides able leaders to guide 
her, it is commercial free radio. 
That’s just as important as an in- 
telligent educational school sys- 
tem. 

Keep up AA’s fine news report- 
ing—it is always a joy to see the 
issue. 

“Please Mister Benton — Take 
my nickels before I go nuts! 

“Have read with great interest 


your plan for three sponsor-free | 


radio airwaves. 

“That will be a blessing for 
America—and I mean it. 

“The moronic commercial plugs 
that accompany many programs 
are simply nauseating . . 
effect that I occasionally feel like 
throwing my radio out the win- 
dow. True—the sponsor wants to 
sell his product—and that’s why 
he’s paying radio time and talent. 
But why should he “butt-in” on 
my brain? 


“Wherever I turn the dial I get} 
the same blah-blah. One saving | 


grace is WNYC... and I have 
written the mayor several times 
congratulating him on this. But 
even here there is not enough good 
music. 

“This plan of yours is truly edu- 
cational . .. and will get millions 
to appreciate good music. As it is 


now ...I1 honestly feel that many 
commercial programs stupefy and 
submerge the senses. They are 
enemies of mental progress. Asi- 


nine is the word 

“You are to be congratulated for 
proposing this plan of sponsor- 
free airwaves . and the United 
States government should back it 


This department is a reader’s forum. 


. to the} 


i 
t 
5 


OF PEOPLE TO 


‘TT TAKES ALL KINDS| 


BIG. SIZES—This newspaper copy is 

cited as proof that some manufactur- 

ers ARE doing something about shoes, 

clothes, etc., for taller-thamaverage 
gentlemen. 


100% ...and make it part of our 
educational system. One more 
thing .. . WQXR had a fine repu- 
tation a way back ... but that’s 


too. 


. and I’ll be happy to pay a 
nickel a day, believe me. 
|} “I’m sure millions feel the same 
|way. It will make the sponsors 
and the “bright boys and gals” 


|wake up. They need competition 
| very much ... it will hinder their 
|pouring stupid sentences into un- 
|fortunate intelligent people’s re- 
ceptive minds. Of course, that’s 
| what they want to do... 

Booper Duds . . . Booper Duds 
. . . blah blah blah. 

Booper Duds... 

Lepsi Pola hits the pot—Lepsi 
| Pola hits the pot... 


| Take Parker’s Little Shiver pills 


... get a mile of bile and smile... | 


| blah blah blah... 

| More intelligent use of radio will 

|help us all be more intelligent.” 

WALTER KOcH, 
Three Barns, Stormville, N. Y. © 


a 
Asks Book Source 


| the Oct. 30 issue of ADVERTISING 
AGE appears an article describing 
}a new book on advertising by 
Blake Clark, and we are writing to 
|}ask where we may obtain a copy. 
| Should we write Harper & Broth- 
|ers, enclosing our check for $2.00, 
jor is there a simpler and speedier 
way? 
W. F. ARNDT, 

President, Coolerator Com- 

pany, Duluth, Minn. 

[Editor’s Note: The book “The 
Advertising Smoke Screen,” may 
be obtained through local book 
stores or direct from Harper & 
Brothers, 40 E. 33rd St., New York 
16, N. Y.] 


7, FF FF 
Enjoys Pony Edition 
To the Editor: Through the 


'thoughtfulness of Tim Elliot, of 
|Campbell- Ewald, New York, I 


of your “Serviceman’s Pony Edi- 
tion” which I thoroughly enjoy. 
“Getting Personal,” of course, is 
what I turn to first—it is such a 
clearing house for letting me know 
who’s where and for what reason 
and, particularly, am I fascinated 
with the names of former admen 
returned to the fold after serving 
a hitch with one of the services. 
That is probably because it is what 
|G.I.’s dream of most. 
I am a cryptographic security 
fand communications officer with 
the Army airways communications 
system which, while it has to do 
with radio, is a far cry from my 
association with radio as director 
of the radio department of Camp- 
bell-Ewald, New York, before the 
draft beckoned in April, 1942. 
However, trying as this life be- 
comes, it is, at least, interesting 
to know that one is more pliable 
than previously suspected and that 
a duty and conditions, whitch in 


getting jammed with plug-uglies, | 


“So more power to you, brother | 


who wrote the crappy commercials | 


To the Editor: On Page 14 of 


have received the first four issues | 


| These papers give you COMPLETE coverage at the ONE 


ei a ek TGs RE 8 a ee Ea SU a ee 


|the abstract would seem utterly 
| impossible, are easily accepted as 
routine. 

As for my present not-too-pink 
coral Reef of Loneliness, I assure 
you that it will never become a 
| “must” in any of Mr. Cook’s future 
| travel brochures! 

Yes—I like the pony a lot. It 
supplies me a contact with what 
| has, for too long now, seemed like 
my days, in the dim past, in a 
| business “completely out of this 
| world”! 
| KENNETH YOUNG, 
| lst Lt. Air Corps, c/o Post- 
| master, San Francisco. 

} a 

To the Editor: It was nice of 
you to remind us about this splen- 
did service ADVERTISING AGE is 
| providing members of the armed 
|forces. We recognized its value 
| and submitted a list of former em- 
| ployes and friends. 

It is quite possible that you will 


be hearing from some of those to 
whom we send copies, but if not 
we can at least again voice our 
appreciation of the splendid job 
you are doing with the Service- 
men’s Pony Edition. 
JOHN R. KIMBALL, 
Williams, Lawrence & Cres- 
mer Company, Chicago. 
v v v ? 


Subway Solution 


To the Editor: I presume that 
your little puzzle on the fox, sheep 
and cabbage in the August pony 
edition of ADVERTISING AGE is jest. 
But if by chance it is still puzzling 
the ‘fad world,” here is the solu- 
tion as solved in 60 seconds on the 
London Underground on the way 
home from work. 

The sheep is taken across and 
left. The ferry returns for the fox 
and brings him over, leaving him 
and bringing back the sheep. The 
sheep is left on the original side 
and the cabbage brought to the 
other side to be left with the fox. 
The ferry then returns for the 
sheep and brings it to the other 
side. 

Seriously, your paper, which is 
sent through J. Walter Thompson, 
Toronto, is swell stuff. Is there 
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any chance of getting som 
advertising publications, eit 
or new, sent to me at the 
address? We just never s p,. 
sort of thing on this side, 
HAMILTON WILS 
RCAF, Ove; 
Tes & 
AA’ Story Brings Ma: 
to T/Sgt. Joseph 
To the Editor: Many tha, «¢ ; 
your note of Aug. 10 whi ae. 
knowledged receipt of my {ette, 
and photograph, which in tu.) wa, 
sent on to Chicago for publi: «tio, 
If the fine attention whi, m, 
correspondence received fro) yo, 
is any criterion of how y: , ‘ar 
handling the other boys’ ms! an; 
requests, I am of the opinion tha; 
you and ADVERTISING AGE <hoyld 
receive the Distinguished Servyjcp 
Medal. I hope the other boys ar 
appreciative of your efforts in th, 
same way that I am. 
Thought you would be gratified 
to know that as a result of th 
story you published about ‘Spac« 
Buyer Meets Space Seller in Fa; 
Off India,” I received 11 letters 
date from publishers and thei; 
representatives which I otherwise 
would not have gotten, as they 


> 


| 
| 


through The Record Newspapers, Troy's only dailies. 


COSTS 


000003 of A 


The 123,000 buying consumers in The Troy City Zone, 
like the thousands in other major markets throughout the 
country, must continually be reminded of and kept up-to- 
date on the availability of their pre-war favorites as well 
as "sold" on all new ideas and new brands. 


In Troy this can be done thoroughly and economically 


rate of only |2c per line. 


1937 — 32,645 
1938 — 33,232 
1939 — 34,283 


A.B.C. 1940 — 35,687 


1941 — 37,150 
1942 — 38,388 
1943 — 39,208 


THE TROY RECORD 


RECORD 
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the { ‘ ré r | ti i r of National Gypsum . ‘ | with Tide, have joined the Chi- 
rr - know where I could be|manager of the vacuum cleaner | tions director o ypsu . j e Cl 
On hid Through your story they | division. Mr. Hunt was active in| Company, Buffalo. RCA to Distribute cago and New York advertising 
Ove FE. ddressed to the Red Cross this division for nine years before | — Proctor Products Abroad departments respectively, of Air- 
‘net Rs buration Den,” which was|the war, at which time he was | ‘ Electrical household appliances | ways, new magazine for airline 
ee ed in the story. I wish | Philadelphia field representative. | Johnson Joins Kudner |of Proctor Electric Company, Phil- | passengers, published by Henry 
' u would pass this informa- | Ng Detection | Hugh H. Johnson has resigned | | adelphia, will be distributed out- | Publishing Company, New York. 
Be to the powers that be in . as director of advertising for Bell |side the United States by RCA 
so that they may be ap- Lewyt Appoints Two | Aircraft Company, Buffalo, to be- | Victor rang ogo and a aggooel 
prist - a value of such pub-| Roy McGiffin and J. Nugent | come assistant director of media| Companies in countries and | meee 
licit) Lopes have been appointed gen-|for Arthur Kudner, Inc., New| territories as soon as deliveries MULTIGRAPHING FILLING-IN 
; Y “pony edition” is wonder-| era] manager and director of pub-| York. Before joining Bell three | can be made by Proctor. ADDRESSING — MIMEOGRAPHING 
1 ful invaluable to those of us| lic relations, respectively, of the | years ago, Mr. Johnson was assist- | : 


‘Airways’ A ints Two | 
Siete il. rm ran formerly THE LETTER SHOP, Inc. 


ant to the director of merchandis- 
ing of Buick Motor division of 


2¢ Ba who «.e anxious to keep in touch | Lewyt Corporation, Brooklyn. Mr. 
“ler MM vith hat is going on in ad circles | wecGiffin joined the company last 


Wai Bi aurin. our absence, year as director of sales, and Mr.| General Motors Corporation, De-| with the Chicago Herald - Exam- 431 8. Dearborn St., Chicago Wab. 8655 
ye Would like very much to com-|{opes was formerly public rela-| troit. iner, and Keith Slayton, previously | 
My # jy v th your request to keep you 
you TM ste’ on “events India-wise,” but 
, STR que the ways of the Indians 
“+ ae Bi ning: move along at a very slow 
on that ce. Deadly dull, I’d call it. Once 
‘ould HB the Germans are disposed of, we 


“rVice Mi] “go to town” and I hope the 
Oys are Motives can keep up with our pace. 
3 in the i T/Ser. JULIus JOSEPH JR., 

c/o Postmaster, New York. 
sratified Pp. S. Was promoted to Tech. 


Of the sgt. early this month, so substitute 
Space , T/ in place of an S/ in future 

yin Far corres spondence. 

tlers 7 9 ¢ 

d their 


herwia Being Realistic 
as they To the Editor: Are they going 
____ HB) buy ... or are they going to 
‘wait and see”? 
Because practically all surveys 
iow that too many people plan 
to “wait and see” before they buy 
the things they want and need 
after the war, the Washington Post 
published the enclosed advertise- 
ment Oct. 22 as the first in a series 
f three ads directed towards con- 
sumers who are waiting for those 
dream models” to materialize 
efore they buy. 
This advertisement, published a ©. Bove, 7 
ver the Washington Post signa- ; ae 
tire, is addressed to electrical ap- - 
liance buyers. The other two, 
heduled to appear in the Post 
ct. 29 and Nov. 4, will be directed 
* consumers who plan to buy a 
postwar automobile and those who 
wre making plans for a new home. 
Copy for these ads was prepared 
for the Post by Clyde Bedell. 
We hope that these advertise- 
nents will start people thinking 
long practical, realistic lines re- 
arding postwar products, and that 
heir straight- from -the-shoulder 
ppeal will spread across the 
untry, For that reason, we are | 
ending a copy of the enclosed | 
lvertisements to all electrical 
ppliance manufacturers and to 
their advertising agencies. 
DoNALD M. BERNARD, 
Advertising Director, Wash- 
ington Post, Washington, D. C. 


YPICALLY 
NEW 
ENGLAND 


FIRST PARISH CHURCH, CONCORD, MASS 


my: = Fromates Hunt | TRUE — New England is a different type habit. Today the best in radio (via networks) 
’. Hunt, assistant to the man- 
ply of the pioneer products sec- oust : : : a 
‘ bon’ eng caged in w m production, of market, made up of hundreds of thriving is provided by local stations. Easy to dial 
7€ neral t re B - o.¢ 
wry ey sighs oe Posy sales, communities. easy to hear. 
° | The Yankee Network is the only air-approach Local acceptance of The Yankee Network 
)- to blanket these markets completely. is the basis of proven results as evidenced by 
T New Englanders patronize their local trades- the exceptional percentage of year-after-year 
| people — the local merchants, doctors, dentists — renewals. 
not only for convenience but from a_ tradi- The Yankee Network's 21 hometown stations 
ly tional loyalty. give you all over coverage of New England's 
They listen to the hometown Yankee Network key markets and suburban communities, reaching 
S. 4 yr 
station because it is their local station. a potential audience of 8,377,543 of the total 


Dialing for distance is not a New England population of 8,437,290. 


pheceptance ¢2 THE YANKEE NETWORK'S Youndation 


HE YANKEE NETWORK, inc. 


Member of the Mutual Broadcasting System 


't want his money— 21 BROOKLINE AVENUE, BOSTON 15, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative ¥ 
' st tried to take his | & | 
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Toronto Guild Elects 

R. C. Wright of Gilchrist-Wright 
Ltd., has been elected president 
of the Advertisers’ Guild of To- 
ronto. Other officers are: G. W. 
Brewer, D’Arcy Advertising Com- 
pany, secretary -treasurer; and 
J. P. Heffernan, Canadian Depart- 


ment Stores; Glen de G. Smith, | 
Ronalds Advertising Agency; and | 


S. Tucker, McKim Advertising 
Ltd., directors. 


ge oo Be Ghee Beka a ass Site: Be poe meme 
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ADVERTISING DEL. 3800 


Postwar Task for 
Classified Ads 
Set by WMC Chiet 


Albany, N. Y., Oct. 31.—Classi- 
fied advertising, which has proved 
to be a vital factor in recruiting 
war production workers, will be 
relied upon for major assistance 
in the relocation of labor during 
the reconversion period, A. J. Mc- 
Ginty, area director of the War 
Manpower Commission, predicted 
before eastern and midwestern 
classified managers of the Hearst 
Newspapers, who attended a two- 
day meeting here last week. 


The WMC official declared that 
the successful recruiting of work- 
ers in this area for the Aleutian 
Islands, through classified adver- 
tising, has drawn nationwide at- 
tention. Advertisements in area 
papers were noteworthy for the 
frankness with which they out- 
lined working and climatic condi- 
tions in the Aleutians. Mr. Mc- 
Ginty added that the West Coast 
recruitment job was another out- 


standing achievement. The WMC, 
he revealed, is studying the prob- 
lem of reshifting the labor supply 
and of returning migrant war 
workers to their home communi- 
ties or to fill labor demands else- 
where, and will depend on classi- 
fied advertising to help meet this 
situation. 


“When  reconversion begins,” 
Mr. McGinty said, “many people 
will be in ‘the wrong places’ be- 
cause of the great amount of labor 
migration during the war. In 
many communities, industries 
which were war casualties will be 
returning to normal production. 
Workers must be encouraged to 
return to these opportunities, and 
to fill demands for workers in 
other communities in the reshift- 
ing of the labor supply. You must 
make contacts with industry, and 
you must know the labor markets 
outside your own communities.” 


Finney Joins Grant 

Jack Finney, recently with Ped- 
lar & Ryan, has joined Grant Ad- 
vertising, New York, as a copy- 
writer. 


Be 9, 


more of the Hartford area 


that it receives consistent advertising in 


Re Ae aT RS ede patelll 


DIAMOND ginger ale is poured over 


market now 


Nationall 


four years doubled the percentage of 


local advertising placed in The Courant. 


Represented by 


Gilman, Nicoll & Ruthman 


The Courant, which penetrates the entire 


market and produces traceable results 


wherever it goes. Noting these results, 


grocers and other retail outlets have in 


THE # 


FORD 


OuTAKE 


A CONNECTICUT INSTITUTION SINCE 1764 


| 


Back on the home front, with a little catching up to do o 
has gone on in the advertising field in the past ten months, OR 
Pershall, ad mgr. of Public Service Co. of Northern Illinois, wy, 
just returned from a six-week government mission in Euro; 
lowing eight months of work for Uncle Sam in Washington 

Glenn Hammer, former ex. sec. of the Chicago Federated Ac |) 
turned up on furlough at the club’s recent meeting. Glenn, an |», 
private, has been collecting medals in the Southwest Pacij 4; 
present he’s convalescing from some stomach difficulties at the |», 
hospital at Galesburg, Ill. . . 

Charles Luckman, head of the Pepsodent div. of Leve; Os 
heads the Chicago and Cook County 6th War Loan publicit, om. 
mittee, with Pee 


Hugh Davis, of 
Foote, Cone & 
Belding as vice- 
chairman. Com- 
mittee members 
include Frank 
Schreiber, mgr. 
of WGN; John 
Wheedon, 
Young & Rubi- 
cam; James T. 
Kolbert of the 
publ. relations 
firm of that 
name; Jack Mc- 
Donald, McCall 
Corp.; Jake 
Waible, Conti- 
nental Ill. Nat’l 
Bank; William 
H. Kester, Sher- 
man & Mar- 
quette; Joe 
Hicks, the pub- 
licity man, and Nathan Jacobs, of Bozell & Jacobs... 

Kolin Hager, manager of WGY, has been elected pres. of the 
Schenectady BettersBusiness Bureau. . . Walter Bowe, ad mer. of 
Carrier Corp., Syracuse, appeared on Eversharp’s “Take It or Leave 
It” program -Oct. 22. Yes, he answered the $64 one correctly. . 
Sgt. Robert J. Franks, formerly on the display ad staff of the Los 
Angeles Examiner, and who is new in England, is the proud fathe: 
of a son, Gregory Neal, born Sept. 24... 

Maj. Ross H. Wilson, former pres. of the Wilson Advertising 
Agency, Cincinnati, has teamed up in France with Jerry Carter, 
once his art director, now with the Army air forces. “Jerry flies 
over and drops eggs for Schicklgruber’s breakfast,” he writes, “while 
I slug it out on the ground doing my best to spoil his appetite.”’ Maj 
Wilson recently received the Bronze Star for meritorious action i 
France. . . Brig. Gen. Clark Howell, pres. and publ. of the Atlant 
Constitution, has resigned as adjutant general of Georgia. Ge 
Howell served in France with the 82nd division in the first worl 
war... 

Harrison .Atwood, McCann-Erickson’s senior v.p., has just re- 
turned from an 1l-week trip through Latin America where hi 
visited the company’s four offices in Argentina, Brazil, and Puert 
Rico, established a fifth in Havana, and traveled also to Chile, Per 
and Colombia. . . Back as pres. of Independent News Compan) 
after two years in the Army is Capt. Paul H. Sampliner.. . 

Lt. Col. Grant W. Ernst, advertising dir. of the Syracuse Post- 
Standard before entering service, has received the Bronze Star fi 
meritorious services in connection with troop carrier operations 
during the invasion of Southern France. Col. Ernst was a Wor! 
War I pilot. . . Former Schenectady Gazette ad manager John W. 
Eddy, now executive officer at the Charleston, S. C., naval air sta- 
tion, is wearing the two and one-half stripes of a lieutenant com- 
mander... 

Special bonus checks to reach Pedlar & Ryan employes in service 
before Christmas have been mailed by the agency. . . June and Hub 
Jackson, time buyers of Russel M. Seeds, Chicago, leave for «© ‘Wi 
weeks Florida vacation, Nov. 17. . . After sporting an APO his 
first Army address and following overseas service as an en’ sted 
man, Lt. John L. De Bevec, former BBDO man in Chicago, is noW 
at ASF Training Center, Ft. Belvoir, Va., as asst. adjutant. . . 

Ens. Rudie Singer Jr., on leave from Arthur Meyerhoff & C0, 
Chicago, is now U. S. Maritime Service public relations man Los 
Angeles and directs the service’s show, “We Deliver the G ds’; 
over CBS Sunday nights. . . Burridge D. Butler, Prairie Fa “er 
WLS pres. and publisher, has left for his Phoenix winter hon and 
will at the same time view his farm publication and radio in’ rest 
in Arizona... 

Nackey E. Scripps, daughter of the late Robert P. Scrip s @ 
Scripps-Howard Newspapers, and George Gallowhur, pres. the 
Gallowhur Chemical Co. of NY, were married in Las Veg: det 
27. . . Glamour’s assoc. ed., Natalie Kiliani, and Lt. Jon ton 
Shastid of the AAF, have announced their engagement. . . lyn 
Louise Benson, daughter of Philip A. Benson, pres. of the '™ 
Savings Bank of Brooklyn and former American Bankers 
pres., was married Oct. 28 to Lt. (jg) Vance Wiley Horb« 
USNR... 

Lewis Hovey, publ. of the Record, Haverville, Mass., an 
Adelaid Ferdinand were married recently and are living at 
ford, Mass. .. KYW sales manager John deRussy is back on ' 
following a seashore convalescence from his recent illness. sam 
McKelvie, publisher of Nebraska Farmer, served as dir. 
western division of the Republican National Committee and ! 
éntertained Gov. and Mrs. Thomas E. Dewey at By The W 
12,000-acre ranch near Valentine, Neb. . . 

Fuller & Smith & Ross’ art director, Richard S. Chenau! 
instruct a course in ad layout at Columbia’s extension sch 
Peter E. Siskind, pres. of American Spirits, has a brand nev 
in New Canaan, Conn... 


SWITCHES TALENTS—William B. Way, KVOO's general 
manager, took time out recently to direct the Tulsa Live- 
stock Show & Sale and here shows prize-winning beefsteak 
on the hoof. The event was the largest livestock show 
and sale in the Southwest this year and one of the biggest 

in the country. 
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p Accident 
apaign Aided 


Nyal Re-packages 

| Nyal Company, Detroit, is re- 
| placing an orange-and-black con- 
| tainer formerly used for all its 


| Fox Studios, has joined Milton 
| Weinberg Advertising Company, 
Los Angeles, as account executive. 


Hobby-Model Appoints 


representative 
Homes, New York. 


Urban to New York 


by Ad Council 


Ne. York, Oct. 31.—The need | 
nified national campaign to | 


ist ,ecidents” is urged by the 
war Advertising Council in a 
booklet just released which quotes 


velt tat “Since Pearl Harbor, ac- 


ide! in our factories, on our 
treet. and highways, on our farms 
ind i) our homes have killed and 
injul many more Americans 


than we have thus far lost in war 
perations.” : ; 

Traffic, home, industrial and 
farm accidents killed 97,500 per- 
<ons and permanently disabled 


taiement by President Roose- | 


| Products with a variety of color 


combinations for different health 
categories to include eventually all 
Nyal products. 


Orr Joins Weinberg 

Troy Orr, recently discharged | 
from the Army Signal Corps, and 
previous to entering service, ad- 
vertising manager of Universal 
Pictures and Twentieth Century- 


Hobby - Model Mfg. Company, | ager of the Indiana division 


New York, maker of model air- | Westinghouse Electric 
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Prefabricated Showers Joins Moore 


Harry R. Showers has become 
assistant sales manager of John 
Hudson Moore, Inc., New York, 


John T. Urban, formerly man- | maker of Sportsman men’s toilet- 
of | ries. 
Supply ant sales promotion manager of 


Recently he has been assist- 


|plane kits, has appointed Ray-| Company, has been appointed gen- Standard Brands, and previously 


| Hirsch Company, New 


| handle its advertising. 


To ‘Prefabricated Homes’ 

Louis Kraft, formerly with 
American Builder, Chicago, has 
been named eastern advertising 


York, to 


fices in New York. 


eral appliance manager with of- was advertising and sales manager 


of Major Vitamins, Inc. 


ADVERTISING 


GIBBONS KNOWS .CANADA 
J. J. GIBBONS LTD. 


ZOO BAY STREET. - TORONTO 


TORONTO, MONTREAL, WINNIPED, 


MERCHANDISING 


REGINA, CALGARY, EDMONTON VANCOUVER 


950.000 in 1943, according to the | 


yooklet, and the “figures for 1944 
vill be even higher.” Cost of 
ime lost from work and value of 
the lives destroyed last year is 
estimated at five billion dollars. 
The accident - prevention theme 
is seen aS having strong good will 
appeal, whether the advertiser con- 
centra tes on any one type of acci- 
lent or sponsors a “four-way’ 
ampaign. It is pointed out that 
advertisers have learned during 
the war that messages in the pub- 
c welfare have increased interest 
n advertising copy generally. 


the increase in automobile acci- 
cents since the war started. The 
number of motor vehicles scrapped 
since Pearl Harbor as a result of 
ecidents is given as 100,000. With 
jore gasoline becoming available 
nd signs of the approach of peace 
Europe, drivers are seen as 
rarin’ to go.” Because so many 
rs are only a jump or two ahead 

f the junk yard and many roads 


e out of repair, safety authori- | 


es say that here is a_ subject 
hich “clamors for educational 
py.” 


Falknor Heads KMOX 


Lt. Col. Frank B. Falknor, now 
n duty in China with the Army 
‘fice of Strategic Services, has 
een selected general manager of 
Station KMOX, St. Louis. He is 
expected to assume his new posi- 
tion about Jan. 1, following his re- 
ease from active Army duty. Be- 
fore entering service, Col. Falknor 

1 been chief engineer of the 
CBS central division for 10 years. 


Lewis to WHN 


George Lewis, a member of the 


ublicity staff of Mutual Broad- | 


asting System for the past two 
years, holding positions as trade 
news editor and news editor, has 
een named publicity director of 
Station WHN, New York. 


teas: 


JRE PULL FROM ADS 
that reaches out and grabs 
uarantees a flying start 


results. That's our job! 
red new photo subjects on 
month . .. all situations 
isiness ll permeated 
& ¢ hn newes 
h grapny If you have 
creative pi Sales Pro 
CATCHERS will make your 
nd at $5 a month it can be 
iny budget Write now for 
101 and details of sub 

No obligations. 


10 E. 38th St. 


E CATCHERS, Inc, seta 


Special emphasis is placed on | 


ROCKFORD-MADE 


Reconversion Starts 


with 


Machine Toots 


Rockford is one of the three largest machine tool 
manufacturing centers in the world. 


111,00 


METROPOLITAN 
POPULATION 


Thousands of skilled workers built the machines that 
produced the implements of war . . . they will build 


¢ 377,854 


’ 
. 


the machines that produce the products of peace. 


A.B.C. CITY AND 
RETAIL TRADING ZONE 


Gest “Jest City in the Mid-West 


ROCKFORD MORNING STAR... 


Ruth Hanna Simms Publisher 


ROCKFORD REGISTER- REPUBLIC 
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If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 


_ Survey Discloses 
Greater Interest in 
Research, Advertising 

Chicago, Nov. 1.— Market re- 
search plays an important part in 


|current and postwar plans of the 
| National Association of Ice Indus- 


@ minimum cost you reach | tries, Washington, 3, ©. which 
urban and suburban popula- with other leading trade associa- 
- | tions in the United States is en- 
tion. ‘gaging in aggressive programs 

| embracing not only research but 
“Independent Survey of Providence Bulletin = | Consumer education, public rela- 


tions, advertising and sales promo- 
| tion. 

| A number of projects already 
|undertaken by these associations, 
lor in the planning stage, were re- 
| ported in the Oct. 30 issue of Ap- 
VERTISING AGE. Others, disclosed 
lin a recent survey of the trade 


Trade Groups Marketing 
Activities Stepped Up 


| 


groups, are detailed herewith. 
The National Association of Ice 

Industries recently studied the 

question of what type and size of 


| ice refrigerators will be in demand 


after the war. One of the results 
of its efforts is that the refrigera- 
tor manufacturers have decided to 


| York 


| tional 


make steel refrigerators as sOon as | 


material is available. 

To give an idea of the refrigera- 
tor market represented by the dis- 
tribution efforts of the ice com- 
panies, 105 of the latter reported 
to the association that they sold 
an average of 55,577 refrigerators 
per year before the war, while 387 
| smaller companies reported aver- 
age annual sales of 60,621 units. 
An increase of 20.2% in the refrig- 
erator sales is expected by the 
larger companies after the war, 
while an 18.8% increase is pre- 
dicted by the smaller operators. 
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ings HIT "EM WHERE THEY ARE — NOT WHERE THEY AIN'T .o 


« 
H.: "em where they ain’t,” 
they tell rookie batters. 


51 who have 


‘Radio Advertising * 
isnt Like Baseball... ; 


eoeees® OC COCO CC COS CLLEe Peee, 
Pee 
®e 
.) 
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been regular adver- 


tisers over this powerful Mid- 


Western voice? 


But the folks who invest their 
money with WENR aren’t rookies 


—they hit the sales talks out to 
the crowds—the crowds with nice 
fat with 
money to spend and of a mind 


incomes—the crowds 


to spend. 


How else account for the 18 new 
advertisers in the last 30 days?— 
and the 33 renewals out of a gross 


We’ve got a nice fat folder of case 
histories, graphs, charts, figures, 
names and sales records for those 
of you who are of a mind to learn 
how to increase sales at a low per- 
unit cost—a folder that points to 
the one way to reach—and sell— 
One Tenth of a Nation through 
one well-compressed, economical 
medium. 


Chicago's Basic Blue Network Station 
890 ke. —50,000 watts—clear channel 


Owned and Operated by The Blue Network Company «+ Represented Nationally by Blue Spot Sales 


NEW YORK + CHICAGO - 


SAN FRANCISCO - 


HOLLYWOOD + DETROIT 


Advertising Age, 


The National Association of Ice 
Industries has been a consistent 
user of advertising, and its cam- 
paign is being continued under the 
iraction of Donahue & Coe, New 
agency. 

Dealing both with product re-| 
search and advertising, the Na-| 
Association of Margarine | 
Manufacturers, Washington, re- 
ports as follows through its presi- | 
dent, Paul T. Truitt: 


Institutional Margarine Ads 


“The association cooperates in 
technical and scientific research 
designed to produce product im- 
provement, and now has severai 
projects of this character under 
way. 

“We assist the industry in main- 
taining and improving its position 
through institutional advertising 
directed to certain groups, such as 
the medical profession, the home | 
economics profession and dieti- | 
tians. It is very modest in size, 
and no substantial increases are 
contemplated.” 

The National Macaroni Manu- 
facturers Association, whose head- 
quarters are at Braidwood, IIl., 1s 
considering the possibility of en- 
gaging in market research, product 
promotion and consumer educa- 
tion, but no decision on this sub- 
ject has been made as yet. 

“A special committee to consider 


| the whole subject of current and 


postwar problems was appointed 
last June,” M. J. Donna, secre- 
tary-treasurer of the association, 
reported. “Regional meetings of 
the committee have been or will 
be held in New York, Pittsburgh, 
Chicago and other production cen- 
ters.” 


Mirror Makers Active 


Minita Westcott, secretary of the 
Mirror Manufacturers Association, 
Chicago, said that the association 
has a market development com- 
mittee which is now working on 
several projects. They include 


periodic contact with furniture de- 
signers, working with them on 


problems of design in the use of 
mirrors, and keeping them advised 
of new products and new uses for 
mirrors. The production of an 
educational motion picture, show- 
ing the romance of the mirror and 
its myriad uses, is also under con- 
sideration. 

“Our association has published 
one trade promotion piece, ‘Mirrors 
in the New American Home,’ 
which illustrates the uses to which 
mirrors can be put in a modern 
home,” Miss Westcott said. “There 
is some thought of issuing more 
up-to-date material along this line. 

“We have done one other rather 
interesting thing, I believe; and 
that is the preparation and dis- 
tribution of sheets, posters and 
labels, giving instructions concern- 
ing the proper way to handle our 
products in shipping rooms, stock 
rooms and in the hands of the con- 
sumer.” 

The Towel Service Bureau, Inc., 
New York, which was formerly 
known as the Towel Supply Asso- 
ciation, is planning to engage in 
market research on an expanded | 
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HUTCHINGS 


Chicago Photo-engravers 


"207 N. Michigan Avenue 


| respect. 


| large buildings in the big 


|of the industry, 


| their requirements in the 


November ({ 


scale, to assist members in 
research, and to undertake | joy) 
a sales promotion and pub! 
tions program. The 
probably 

“Our theme,” explained 
E. Fuchs, executive § s¢ 
“will be sanitation, and \ 
recommend many legislat 
to improve city planning th 
We believe that the, 
should be many more pubic re 
rooms in the larger cities. 
tions in subways and bus a 
road stations are deplora! 
could be improved by mo: 
tary methods. 

“We believe that many 


in need of better toilet f litie 
and that many of the hotel 
improve their toilet and bathro 
facilities.” 
Tuna Canners Active 
George A. Wallace, 
dent of the American Fisherme; 


Tunaboat Association, San Die 
Cal., wrote ADVERTISING AcE {| 
for the first time in the histo; 


canners and 
owners have been getting toget} 
to discuss national publicity. T) 
is a postwar project, as prod 


is at present well below deman 


The Water 
Manufacturers 
New York, 


and Sewage 
Association, In 


success of the “Blueprint Now! 
campaign, conducted by the Con 
mittee on Water and Sewag 


Works Development, New \Y 
which Harry 
tary. Arthur 
manager of 
association, 
of efforts along 
the past year, 


the manufacture: 


this line duri 


in the water works and sewag 
works fields is actually under wi 

The promotion has included 
booklet, “Blueprint Now for T 
morrow’s Needs,” 
cessity for 
field 
sized. 
ferred to, 


of public works is 


the organizations whi 


have cooperated in setting up thd 


Engla 
Feder: 


are the New 
Works Association, 


committee 
Water 


tion of Sewage Works Associatior 
Asso: 


and American Water Works 


ciation. 


The Building Waterproof: 
Association, Inc., New York, 1 
ports through Irving P. Zinba 


its executive director and gene! 


counsel, that it plans a public rela 


tions campaign in the near futu 
and that advertising and sales pr 


motion will be a part of the pre- 


gram. 

“We are carefully looking ove 
the construction field,” Mr. Zi 
barg said, “particularly new hous 
ing and construction project 
which will definitely need 


made waterproof. We also plan! 
do product research.” 

The National Paper Box 
facturers Association has 
conducting an interesting act 
through its postwar plannin 
mittee. It is issuing a sé 
booklets analyzing the | 
prospects of many of the p1 
fields in which paper pack: 
used. These booklets are b 
surveys of the industries « 
and give considerable det: 
prospective changes in the 
tion of the industries as 


ing field. Among the il 
covered thus far are foods, 
and office and_ school 
while later reports will co 
gical and scientific inst! 
tobacco, apparel, cosmeti« 
department stores, candy 
supplies, hardware and je 
The National Electric: 
tractors Association, Wa 


nofessional 
News 
") ARCHITECTUR, 


Pencil Poit 


The Magazine of Archifl 


latter win 
take the form pub. 
| licity rather than advertisin. 


vice-pres)- 


called attention to th 


E. Jordan is secre- 
2. Clark, secretary- 


said that as the result 


more than $700,000,- 
000 worth of construction project 


in which the ne- 
planning ahead in th 
empha- 
Besides the association re- 
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dver'ising Age, November 6, 1944 
C s been doing considerable | 
“on by direct mail to indus- | 
~) .<ecutives and other key 
men for the purpose of | 
ing the importance of the | 


if electrical contractors in| 4 cooperative effort to promote 
yn and maintenance work, | 


a d| sales in the foreign field for manu- 
activity may be expande | facturers of office equipment and 

tel he , | supplies is being carried out by 

T association,” said Lau-| ay et g y 

ence Davis, general manager, | norters, New York, of which David 
es the importance of as-| Wanley is secretary. 

sting our industry to maintain or| “Our members are definitely in 
its competitive position 


sales planning engaged in by more 
and more companies in the drug 
field.”’ 


Busy in Foreign Field 


|'the American Office Supply Ex- | 


| companies,” said Mr. Manley. 

| “We are preparing a series of 
| booklets printed in English, French 
|and Spanish, for ultimate distri- 
| bution to importers. . . These book- 
\lets will tell of the facilities of 
United States manufacturers for 
the production of efficient office 
equipment. They will also carry 
a list of our members. 


Col. H. R. Alley, a director of 


Gruen Greets Servicemen 

For the second year, Gruen 
Watch Company, Cincinnati, will 
send Christmas greetings to our 
armed forces abroad with 168 and 
600-line ads in leading newspapers 
overseas. Forty-five papers have 


already been lined up in London, | 


Belfast, 
Cuba, 


India, 
Bermuda, 


Egypt, Alaska, 


Australia 


add more in Paris, Rome and other 


and | 
|New Zealand, and Gruen hopes to | 


John a McElwain « Ce. 


45 
KJAN Now KNOE 


Call letters of Station KJAN, 
NBC affiliate in Monroe, La., have 
been changed to KNOE. The sta- 
tion, operating on 250 watts, is 
owned by KNOE, Inc, 


ADDRESSING 
FILL-IN 


np , favor of a program tuned to gen-| Gooderham & Worts Ltd., Toronto, | liberated cities and countries. Mc- | A DIRECT MAIL SERVICE 

oug sales promotion and ad-| eral trade advancement rather|since 1937, has been appointed |Cann-Erickson, New York, is in| 9. . prannoRns or 2896-7 sco 
ertising.— . . | than to the interest of individual| general sales manager. charge. ieee tsa : 
One of the most interesting | 

<jcin'ion activities reported to| 

b pveR | 'SING AGE is that of the Na- 


onal Wholesale Druggists Asso- 
sation. New York, which is mak- 
qa serious study of scientific 
of distribution, with spe- 
reference to the moderniza- 
on of plant and equipment. 


len Newcomb, secretary of the 
<<ociation, describes this project 
s follows: 

‘We believe this subject repre- 
ants fundamental problem of 
he drug industry. We are at- 
empting now through our own 


fices and the cooperation of our | | 


members to develop a model} fF 
jolesale drug warehouse. In the} | 
iolesale drug industry, labor 


represents about one-half of our 
tal operating costs. We feel that 
here is a great need for further 
echanization and _ streamlining 
{ our order receiving and order 
ling operations, and propose to 


tempt to solve this problem] @ 
rough a study made by our} 
nembers. 


Needs Modernization 


“We have also felt for some time 
marked need for modernization 
the retail drug field. Through | 
u participation in the Druggists’ | 
fesearch Bureau we are attempt- 
g now to develop a moderniza- 
mn program for the retail drug 
tore.” 
This association has been ex-| 
tremely interested in the field of | 
arket research and has made} 
me important contributions in| 
is area. It has made an excep-| 
ional reputation for its studies of | 
verchandising, operating costs, | im : 
r trade, accounting procedures, | Files. ss 
andling of salesmen and similar | mee - 4. 


F 
i 


* Pa i z 
udjects. ee - ak pe go 
‘We have now in contemplation | ee fr ee ae 
ind in actual work several proj-| tem "Old Fa 
cts, one of which may be of inter- | mae Be decadé. 
a 


st to you in that it covers the| % 
eld of market research,” said Mr. 
Newcomb, “In 1935 we published | 
map and book entitled, ‘Distri- | 
ution in the 84 Wholesale Trad- 
ng Areas.’ The territorial layouts 
r these 84 areas were developed 
hrough an analysis of all of our 
holesale drug members’ sales. | 
ach account was keyed on an 
IBM card. They were then sorted | 

eliminate duplicates and the 
reas set up. Some criticism re- 
uted through the overlapping of | 
€rritories, } 


Available to All 


‘Our new revised map of dis- 
Sution will show some 36 pri- 
nary wholesale drug trading areas, 
ind, in addition, a further break- 
‘own to 84 secondary areas. We 
‘ve actually analyzed the flow of 
holesaler-retailer orders to such 
nN extent that we have been able 
al the boundary lines of| 
Nese ) areas, at least, so that/| 
fy \ il be at a minimum 90% 
ained, | 
our practice in most of | 
e of research work, we 
to make it available to all 
embers. There is tremen- 
us erest now in market re-| 
id there will undoubtedly 
eat deal more scientific 
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ITS A "NATURAL" 


Probably no other section of America is more amply blessed with the 
clean and convenient heat of NATURAL gas! 


. 
~ 


OtlL CAPITAL 


Tulsa, trade center for 
the right side market of Oklahoma, is surrounded by natural gas fields 
tied together by more than 5,000 miles of pipe lines. At the mere turn 
of a valve, factories spring into life... steam is generated ... homes are 
heated .. . meals are cooked. Living is more pleasant ... industry is more 
productive ...and at a cost within the reach of everyone. 


As Natural Gas is more convenient and less costly to the user, just $0, 
Tulsa’s TWO newspapers are more convenient and less costly to the 
advertiser . . . carrying his message to over 43% of the homes on the 
rich right side of Oklahoma at ONE LOW COST! 
“NATURAL!” 


Yes, they, too, are a 


TULSA WORLD 


NEWSPAPERS 


TULSA TRIBUNE 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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46 Advertising Age, Novembe: 5, \yfm 4¢ 
i FCC Approves Sale Percent of Net Sales Spent for Advertising and Se |ing|/i 
“; of WMPS to Plough rce e aies pen g €.1n vi 
in tem Gee eae From Federal Trade Commission Reports Covering 91 Commodity 
@ * : oy a . e.g 
Broadcasting Company to the new Classifications for 1940 Ge 
corporation WMPS, Inc., wholly 
owned subsidiary of Plough, Inc., | ies C 
: ’ >| overed ‘ 
Memphis, maker of pharmaceu- Wane of Companies ’ TT i | 
iecals < j isites SHIPBUILDING 16 ’ eS 
ticals and toilet requisites, has cue petenane " 
been completed. Sale conforms | wencnant pis inon iT) ce ‘a 
with the FCC dual ownership | ee s 
order, eliminating ownership Of | BEET SUGAR MANUFACTURING 1) “nanncarce : ) 
se | two or more stations in the same | po 2 ad boc 
city or area by a common OWNEY-. | TEXTILE DYEING & FINISHING 21 ; Ww! 
Harold R. Krelstein, vice-presi- | hy eaten 39 : | sii 
dent of the Memphis Broadcasting | jincnaft MaNMrAcTORE ees Te be 
Company, and general manager of | Mora sveEL Foros ip tense 194 
ce | WMPS has been elected vice- MATCH MANUFACTURING one nati 
. 5 nied. : ‘ f] “papcooDcaDs to : 
a Maybe you could tell mé | president of the new corporation GRAY & MALLEABLE OW CASTINGS 211 Eee W 
isis . . . : 4 : ’ LEN & WORSTED MANUFACTURING 44 ses . 
= the name of the guy who | and will continue to manage the | cay powers (except pottery 2 ter 
. : an "eS Wane te station. Robert N. Hobgood, with | rainoao equipment 32 ec) 
msisted on listening to\wmps for the past two years, has | {£276 WIRE a came | uM the 
WEDE Flint.” been named production and pro- | Lela 21¢ mmuay suetrne M wae r 
: ‘ poos 
motion director. POWER BOILERS, ete. 18 aval 
COTTON TEXTILES 56 . 
MACHINE TOOL ACCESSORIES 23 : GOLSO cut Cal 
OIL FIELO MACHINERY 2 mills 1 
TIN CANS & TINWARE f] “aosdon= ar 
MACHINE TOOLS 40 fm soeeects be | 
STEAM ENGINES & TURBINES § Mss Pur 
PLASTICS MANUFACTURING 19 SaoDsat o pele 
% PAPER & PULP 150 SSS O 
- : FERTILIZER MANUFACTURING 23 Mae that 
i MINING MACHINERY & EQUIPMENT 21 ssp : 
CEMENT 23 APSA Ono ODSOo | closely 
RAYON & ALLIED PRODUCTS 14ers ort 
INDUSTRIAL CHEMICALS 33 paler 
PLUMBERS’ SUPPLIES 1 LIMIte 
AUTOMOBILE PARTS & ACCESSORIES 64 print | 
TEXTILE MACHINERY 49 mors: ores 
* SPECIAL INDUSTRY MACHINES 98 me afte! 
SEWING MACHINES 8 : ; : r om ieea tn may D 
ELEVATORS, ESCALATORS & CONVEYORS 2 3 coma l 
HARDWARE % SOODIOOLA DLOODLOOH perm 
MECHANICAL STOKERS 9 3 IGonaaoDad 
MILK & MILK PRODUCTS 122 mmrsrstorcrs 
CRANES, DREDGES & ROAD EQUIPMENT 29 Sdopsaons Foe 
GLASS & GLASSWARE 22 paaGOTae Pie 
PETROLEUM REFINING 40 NES ose TO NAS ; 
— AGRICULTURAL MACHINERY & TRACTORS 20 BESANT PRON the p 
INTERNAL COMBUSTION ENGINES 13 SoD=aoD= lanT=aon] vision, 
FOOD PRODUCTS MACHINERY 23 BOSa ana aa re aie 
WATER SOFTENING EQUIPMENT 19 BOO saOD NFO ana auctl 
GYPSUM PRODUCTS 4 FTG TTe LATOR crease 
ELECTRICAL MACHINERY & APPARATUS 49 CAD DAA MPAA mann 
ASBESTOS & ABRASIVE PRODUCTS 32 DSaOD=ae mAOMTAnW season 
FURNITURE n OOS OTN of son 
FOOTWEAR (except rubber) Sold through own stores 10 Zpiangad Me urce 
PUMPS & AIR COMPRESSORS 20 UNAM AO I, AO : source 
FIREARMS & AMMUNITION 12 idded 
" MEN'S & BOYS’ CLOTHING—Sold direct to wearer 3 CMA SOS £0 Tabapcal =p oth 
ua SMELTING & REFINING EQUIPMENT 7 RAOOESOD. Ou 
sy en ou in 0 COMMERCIAL LAUNDRY & ORY CLEANING 6 7 SUED GOOLAODSAOD- 66 ere] changt 
« MOTOR VEHICLES rz) : Pap 
wa CORN PRODUCTS 1 eS Sa ‘ 
vy FOOTWEAR (except rubber) Sold to non-affiliated distr 28 bres DEAS tons b 
€ REFRIGERATORS & AIR CONDITIONING EQUIPMENT 24 =r = Fart with 
RUBBER PRODUCTS 29 ZUMA AES GUMAVND DIOS Fea ' 
PAVING & ROOFING MATERIALS 18 TSUN TEUUN ATO Oia ANAS ff ne 
WWL Adve. MECHANICAL MEASURING EQUIPMENT 10 : : d aD tent 0 
HEATUMG-d COOKING APPARATUS 39 = Ar aw = ss 
Sept. 1940 WOOL CARPETS & RUGS ry Sad ADDS = when 
a PAINT, VARNISH & LACQUER 40 Ss a6 : : : that 
oa ie BISCUITS & CRACKERS 7 PSA SESS So Se rill | 
j ee: " BLOWERS & EXHAUST - " MARNE MATE ROO OO STOS | will b 
BREAD & BAKERY PROD Pa DS OOOO OAT OSEY SSS ODIO OD once 1 
as. OFFICE & STORE MACHINES 20 : z : : 
see You Think of FLOUR MILLING 22 Offi 
= WALLBOARD, BLDG. INSULATION & FLOOR COMPOSITION 15 a about 
: MEN'S & BOYS’ CLOTHING—Sold to trade 21 Mn MN MNT 1945 
q LINOLEUM & HARD SURFACE FLOOR COVERINGS 10 Serrecerernt - 1945, 
ae MEN'S & BOYS’ CLOTHING—Sold through own stores 5 at saeoey are 1il 
Bae FRUIT & VEGETABLE CANNING 43 a os V-E I 
genetic CIGARS 12 Seoce Spree “fh 
eee sy TOBACCO PRODUCTS d <: ny ms eee produ 
7 WALT BEVERAGES AUN ROAR (ADSCBDLSG produ 
Pry , [ ti A e DISTILLED LIQUORS s MUN RAMA ARMA! DSGODIG DIS ney 
a SOAPS & COOKING FATS a MRR O DLO OD-a00 but a 
, arin American Wviarkets | Seen : =a “a 
’ | CEREAL PREPARATIONS . oS SSe= be . ae 
| O=C ODRUOCRRUYHAY YANMAODLIOO OD=aORm it o 
— | DRUGS & MEDICINES ! ee een ae ‘ : Se 
— | 5% 10% 15% 20% 25% 30% 3 create 
BOES 
| This basic chart, developed from material presented in the FTC study of advertising costs (AA, Oct. 30), not only shows hol WPB: 
selling and advertising expense varied by commodity groups in 1940, but also demonstrates, as in the case of cigart! Wa: 
Ble sd | cereals, and several other classifications, that relatively high advertising costs frequently are accompanied by relative! Boesc 
ee y hig g y pani 
sem | low selling expense. The opposite is also sometimes true, as in the case of matches, footwear and sewing machines. the \ 
ee 
a 
a 
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A IMPOSING group of successful advertising execu ves Tome 

] 0 1 0 0 1 0 and advertising agencies find thisaluckynumber. © lp 
; : ables them to useaserviceconsisting ofad-setting,engré "9 

and printing—all under one roof...Specially trained me r¢ 


FA a M FA M | l | F § always on their toes to serve you so well that you will me 


—omme A/R ROUTES 


.. AND 


é 


back again. We-.can lighten your burdens—and at the ™é nst 

EFFECTIVELY! ECONOMICALLY! time produce better and more profitable printing for. '- ‘ 

ze A colorful, comprehensive fact-packed |} at a saving of time; trouble and money. Phone Whitehall 300 me 
prospectus explains al] about the activ- ‘ * and 


ities of the most influential factors in 
agricultural America . . . THE COUN- 
TY AGENTS .. . Advisers of 7,000,000 


farm families; how you can continu- Te 
ously call your products to their atten- nes 
tion, at an economical cost through " th, 
THE COUNTY AGENTS DIRECTORY. : . 2 


A highly respected, indispensable refer- : 7 Ma 
ence book for Agricultural Extension  ¢  @) R p (@) R A T | Oo ers 
workers. Write today for your copy of ; : 


the prospectus . . . yours for the ask- 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


WWL—LAND 


WWL Dominates the NEW Deep Seuth— ing. Tell the men who tell the farmer AD-S —E TTING + EN GRAVI NG -s PRIN : 
Headed for PERMANENT Prosperity what to use, what to buy, where to get - a Pe . : ; “Bac 
it ... UP your farm sales. Address: 400 N. RUSH STREET, CHICAGO 11 + WHITEHALL ‘ STi 
- THE COUNTY AGENTS DIRECTORY, a 
CBS AFFILIATE— REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. ae ee, Cope Se . 
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litle Hope for 
Mere Paper Seen 
(nil Mid-1945 


Ww hington, Nov. 2.—Publishers | 
i .gazines, newspapers and| 
ho agreed, after conferences | 
with WPB last week, that the| 
xe of paper is not likely to | 
‘reome until the middle of | 
1945 even assuming rapid termi- 
nati | of the European war. 

Ww h demand for printed mat- 
ter 2 an all-time peak, the proph- | 

as based on an analysis of 
the ) ulp situation, which indicated 
the ew pulp supplies needed to | 


boos’ paper production would not 
pe available until the winter wood 
cut can be floated to the Canadian 
mills next spring, and imports can 
be built up with Sweden and other 
European territories. 


Outlining its plans, WPB said 
that production of paper would be 
closely allocated until pulp im- 
rts reach 1,500,000 tons a year. 
Limitation orders on the use of | 
print paper will be retained until | 
after that date, although quotas 
may be increased if paper supplies | 
permit. | 


No Material Change 


J. Hale Steinman, director of | 
the printing and publishing di- | 
vision, said Canadian wood pro-| 
duction “is almost certain” to in- | 
crease during the 1944-45 cutting 
season and “there is a possibility 
of some relief from Scandinavian 
sources next spring.” But he} 
idded that “the effects of one or 
oth cannot bring any material | 
change until middle 1945.” 

Paper supplies are now 1,300,000 | 
tons below normal, WPB reported, | 
with U. S. newsprint production | 


ff nearly 300,000 tons alone. ert , 


tent of the problem was illustrated 
when a task committee reported 
that Swedish newsprint exports 
will be a maximum of 100,000 tons 
once trade had been reestablished. | 

Officials are still in the dark 
about the situation for early in 
1945, when military requirements 
are likely to continue high. After 
V-E Day, pulp earmarked for the 
production of munitions may be | 
released for production of paper, | 
but again the lag between the time | 
the pulp is available, and the day | 
it goes through a printing press | 
creates a problem. 


BOESCHENSTEIN LEAVES 
WPB; CANCELL APPOINTED | 
Washington, Nov. 1.— Harold 
Boeschenstein, acting director of 
the WPB forest products bureau, | 


FOR TOMORROW 


Strance and unknowable is America's 
Tomorow. Its chief hope rests in schools 
all ocr the nation. And in 900,000 
teac who train our boys and girls. 


Here se future Washingtons and Lin- 


coln re future Clara Bartons, will re- 
“tive ospiration. Here ideals of hon- 
asty urage and true Americanism are 


who directed creation of machin-| products bureau for many months. | 


ery to control production and use|} Mr. Boeschenstein, who is con- 
of paper, has bowed out of the|sidered an ace troubleshooter at 
situation, publishers learned at a|the agency, went into the paper 
meeting here this week, turning/| problem when the crisis developed 
over his job to Benton R. Cancell,|more than a year ago. On loan 
formerly of the U. S. Pulp Wood|from his job as president of a 
Association. | large glass company, he came here 

Recently appointed to a key jobjoriginally to help establish the 
in the program for production of|controlled materials plan, which 
critically needed weapons of war,|is the basis of all war production. 
Mr. Boeschenstein is expected to With the controls now estab- 


retain nominal direction of the| lished for handling the pulp situa- | 
pulp program, but to leave details | tion, he has been asked by WPB | 


to Mr. Cancell, who has been with|Chairman J. A. Krug to devote 
WPB as a consultant to the forest | attention to critical war programs 


which have failed to meet mili- 
tary requirements. 

WPB also announced the resig- 
nation of Herbert M. Faust, for 24 


|years business manager of the 


Curtis Publishing Company, who 
has been director of the salvage 
division. Mr. Faust will be re- 
placed by W. Thomas Hoyt, New 
York broker. 


A Nationwide Ses- 
vey ef Radio end 
Electronic Techni 
cians’ Reading 
Habits sent free on 
request. 


have a big, significant job 
me 25,000,000 of Tomorrow's men 
nen. What are you doing to 


nel m? 


hers about yourself, your busi- 
§ ur ideals of free enterprise in 
+ cial publication, State Teachers 
a es. 700,000 bona fide subscrib- 
States. 


veorgia C. Rawson, Manager 


STh TEACHERS MAGAZINES, Inc. 


Michigan Avenue, Chicago 1, Ill. 
ation of 42 state teachers magazines | 


soni 
rs 


Industry here is largely basic. Products 
produced will be as much in demand by a world 
at peace as by a world torn by strife. No post- 
war conversion slowdown will mar our pros- 
perous present. Money will continue to jingle 
in workers’ pockets, and Oklahoma City cash 
registers will get their usual rugged workout. 

In fact, the peacetime picture promises to 
be even more attractive than the lush business 
landscape painted by war 

With a reservoir of demobilized manpower 
to draw upon—with postwar machinery and 
materials at their command—Oklahoma food 
and fiber producers can surpass, if need be, their 
incredible feats of wartime achievement. 

The record 946,000,000 beef pounds pro- 
duced, representing a surplus sufficient to sup- 
ply 4,000,000 soldiers with 130 pounds per 
man, can be upped under postwar easements! 


UXO 


‘“SNAP-OF-THE-FINGE 


IN PEACE 


Oklahoma’s pork surplus, big enough to 
feed 6,457,000 combatants for a year, can be 
increased in peacetime normalcy! 

Tomorrow’s poultry flocks in Oklahoma 
can be coaxed to lay more than the 125,000,000 
dozens of eggs marketed in wartime! They can 
supply a greater surplus of meat than the 23,- 
460,000 pounds presented our fighting men 
in 1943! . 

When you read box-car figures like these, 
it is easy to understand why Oklahoma food 
production is always headline news, either now 
or in the peacetime to come. And when you 
consider how interlaced is Oklahoma City’s wel- 
fare with rural affluence, you can’t help but 
agree that the capital city of Oklahoma is going 
to be a grand spot for postwar sales planners. 

Moral: Make sure that Oklahoma City is 
red-flagged on your market map! 


.»»++s Oklahoma City Will Switch 
from War to Peacetime Production 
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Florida’s been through the mill! With 
the power of her natural resources 
behind her, and with the valuable 
experience of full-time war 
production... there’s no holding 
Florida now! 


Her new business, industries, and 
thousands of new residents constitute 
a great and constantly growing gain 
in Florida’s intensified program of 
continuous activity...on a 52 weeks- 


a-year basis! 


FLORIDA’S THREE GREAT 
MORNING DAILIES give you 
complete coverage ...at low cost... 
of Florida’s three major markets, 
and their trading territories. 


— Kelle, , Inc., Atlanta 


MIAMI HERALD 
A.S. Grant, Atlanta eo 


FTC Advertising Study Quells 
Old Fears of Industry ‘Smear’ 


| Washington, Nov. 2.—Few who 
|read the truly objective study of 
| advertising which the FTC has is- 
;}sued will find it easy to believe 
| that back in 1940, when the study 
| was proposed, it sent a quake of 
fear through the advertising and 
publishing industry, causing edi- 
tors to take pen in hand and Con- 
gressman Bruce Barton to rattle 
the chandeliers of the House. 

The turmoil subsided only after 
Commissioner, now Chairman, 
Robert E. Freer scurried to New 
York to remind the advertising 
club that through thousands of 
cases, FTC had never taken a 
stand on advertising as such, de- 
voting its attention to those who 
resort to deception and misleading 
promotions. 

As a matter of fact, the shout- 
| ing over the report at that time 
|ean be traced to some misleading 
|advertising on the part of the 
|Commission and its chief econ- 
omist of that time, Francis Walker, 
for in attempting to “sell” the 
| project to Congress, FTC prom- 
jised that it would determine 
| whether, among other things, ad- 
|vertising cost the consumer too 
much for the service it rendered. 

This provocative blurb, like the 
seductive promotion stills of a 
movie queen, is not fulfilled in the 
final production. The report which 
FTC has issued reaches no conclu- 
sions at all, because officials admit 
that in individual eases advertising 
may or may not be wasteful. Hesi- 
tating to publish even this finding, 
the Commission certainly cannot 
be accused of attempting to smear 
advertising. 

Now that the study is history, it 
strikes this department that any- 
one who has examined the record 


By STANLEY E. COHEN, Washington Editor 


Advertising Age, November ) ] 
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of the FTC and its staff mig) 
saved himself unnecessar, 
blood pressure in 1940. ©) -jjp, 


government agencies, made \jp a 
they are of men of all po ities 
shades, are not likely to cha \enge 
any basic truths of our economy 

oh a * = 


Service: Add to the list or- 
ganizations which have issue: dope 
sheets on how to buy surplu rop- 
erty the Senate small busines, 
committee. Offering stiff co: pet}. 
tion to a number of private pub. 
lishers, the Senators have put oy 
a simple 25-page “buyer’s guide” 
which tells where and how to buy 
It’s available free from the com- 
mittee. Information: More ‘to th¢ 
point, admen will be able to buy 
full text copies of the FTC adver- 
tising report shortly from the Sv- 
perintendent of Documents for 3¢ 
cents. Demand for summaries of 
the report has been so high that 
FTC has rushed copy to the goy- 
ernment printer, who hopes to 
finish the job in six to eight weeks. 
Disappointment: Congressman 
Hampton Fulmer, who died sud- 
denly last week, was a leader in 
the fight to remove discriminatory 
taxes from margarine. Though he 
was chairman of the agriculture 
committee, he could never get the 
margarine legislation to the floor. 

2 * Bd 


Rush: FCC Chairman James 
Lawrence Fly makes no secret of 
the fact that he plans to leave Nov 
15 to open a law office in the RCA 
building, New York, with Willian 
Benton’s subscription radio serv- 
ice as a client. Important deci- 
sions in the allocation of radi 
channels to FM and television may 
be made before Fly leaves the gov- 
ernment. Projects: Commerce will 
shortly release a detailed study of 
drug store sales. Though it would 
like to do similar studies of food 


@ Ever visit a fish liver rendering plant? Very hard on the 
olfactory nerves. 

But buried in that loud-smelling raw fish liver oil is a precious 
substance which is almost as good for your professional career 
as it is for your person. 

It has improved a goodly number of food and drug products. 
It is destined to improve a lot more products. And you need no 


charts to prove that better products make for better copy. 
What is this precious substance we distill from raw fish liver 


oil? Vitamin A. To be specific, DPI Distilled Concentrates of |e 
min A Esters, the bland, highly stable, accurate-potency ©0l 
centrates which are by every method of measurement the ‘nes 
vitamin A on the market. Now subject to government a 0¢# 
tion, but there’s a free market coming. 


We believe you’ll agree that this whole idea is worth s' iC 
ing, and then worth some real action. And the time : 2 


going is now. 
Need some more information? We'll be glad to supp » " 


a Distillation Products, Inc. 


755 Ridge Road West, Rochester 13, New York 


“Od- Soluble- Vitamin Headquarters” 
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and others, so far nothing 
ote has been decided. Add, 
projets: FTC has asked permis- 
; ‘com the Bureau of the 

to reinstitute its annual re- 
) industrial corporation in- 
n id expenditures. After two 
ful years, the series was 
ied in 1941 to allow the 


Com: ission economists to concen- 
trate nm war work, 
oS BS 


Ravio: Army and Navy auditors 
(nd t at war plants spend twice as 
much for trade and technical ad- 
verti: ng as for morale and recruit- 
ing c py. Studies contain no fig- 
ures on general advertising, how- 
ever, oecause this is not considered 
in pricing war goods, must be 
made up in renegotiation. Prosper- 
ity: Post Office continues to pile 
up a surplus. For the July-Sep- 
tember quarter, Postmaster Gen- 
eral Walker reports a profit of 
$9,756,000 compared with a deficit 
f $14,828,000 for that period last 
year. Response: Just short of 800 
of the nation’s 912 radio stations 
have requested the new recorded 
Treasury Salute programs intro- 
ucing the 6th War Loan drive. 
Endorsements: FCC Chairman Fly 
ecently received congratulatory 
etters from the two late liberal 
eaders, Wendell Willkie and 
George Norris. The Norris letter 
was written after the father of 
TVA had read the recent Satur- 
day Evening Post story on Fly. 
Willkie, Fly’s old rival in the TVA 
days, sponsored the retiring FCC 
hairman for membership in the 
jistrict bar here. 

System: Treasury Procurement 
as perfected a new _ inventory 
ystem which no longer makes it 
ecessary for persons interested in 

ymnsumer goods to contact all 11 | 
eld offices of the agency. A “sur- | 

lus reporter’ will be issued at | 
egular intervals, informing all | 
eople on Treasury’s mailing list 
vhat is available, where it is lo- 
ated, and how to buy. It’s per- 
fected, but officials want two more 
onths in which to set it up. 

After-thought: Bicycle manufac- 
turers gave a sigh of relief when 
WPB discontinued the _ victory 
bicycle, permitting production of a | 
heavier model which features, 
among other things, ‘balloon 
tires.” They still sigh, but not a 
sighs of relief, for they are em- 
broiled with OPA in search of a 
price for the semi-prewar model. 


Gardens: War Food will have no 
victory garden goal this year, but 

continues to urge citizens to 
“grow their own.” Trip: Treas- 
ury's surplus salesman, Ernest 
Olrich, was in Puerto Rico this 
veek to set up a surplus sales 
ranch there. Talk persists that | 
Olrich will return to Munsingwear 
inless Congress straightens out the 
Surplus Property law slapped on | 
the books in the pre-election stam- 


—e 


: MAKE YOUR 
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tion price posting campaign. More | of FTC’s business, being the pri- | most oils. The Commission dis- 
than 50,000 requests have been re-/| vate preserve of Pure Food and | posed of the “armored Bible” ac- 
ceived for sets of store promotional | Drug Administration. Like Miles | tion, issuing a cease and desist or- 
material which OPA is distribut- | Laboratories, which did not fare|der only seven months after a 
ing. A&P, Safeway, Kroger and_| well in court, Whitehall contends | complaint was issued. The case 
United Stores, in addition to “mer- | FTC “is without jurisdiction or au- | was not defended. 

chandising” price ceiling lists in| thority to demand that advertise- | x, 3. & 

their stores, are featuring the cam; |ments of the preparation include| Opportunity: RFC has nearly| 
paign in their advertising. 

oe % * 


Roundup: FTC had an active | tising Company, Chicago, agreed to|ers for those interested. And 


pede to get out of town. Support: | macal Company, formerly Anacin, | ‘free’ and “guarantee”. Stewart-|cars for the Army. Banks, police, 
Food trade papers and trade asso-| warned that a complaint about | Warner, Chicago, answering ajand express companies 
are getting behind the|Anacin advertising was chiefly | complaint, insisted that Alemite is|sidered likely prospects. 
grocer-consumer OPA anti-infla- | based on labeling, which is none | good oil that will go farther than ’ 


from Tojo not honored. 


are con- 
Offers 
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% 


/cautionary warnings and direc- | 10,000 training planes for sale. It| 
|tional statement.” United Adver-|even has some fighters and bomb- | 


+ 


‘SIMPSON-REILLY; LTD: 
| Publishers Représentatives 
be SINCE *) 1928 : 


‘SAN FRANCISCO LOS ANGELES 


_ RUSS BLDG. GARFIELD BLDG, — 


§ 


Whitehall Phar- | be more careful in using the words | Treasury is selling 2,000 armored 


‘f you have a new pro- 
duct or a new idea. 


People who are eager to try 


new things and who are able 
0 take buying action com- 
pose the market of Creative 
Wealth. This market can be | 
reached through The Playbill. 


NEW YORK 12, N. Y. 
PLAYBILL, INC. 


Me 2K 2k ok ok kk kK 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A, is published by the Chicago Herald-American in the interest of all newspapers 


As industry, through its advertising, has helped people 
solve their wartime problems, mobilized their support 
for Government projects, inspired their will to 

win, the people themselves have responded with a new 
eagerness to learn more about industry...and about 
industry’s relation to their welfare, their security, 


their way of life. 


For industry, this trend has meant an opportunity beyond 
precedent to build public understanding and good-will...not 


only for the duration but for peacetime years to come. 


Over and over, The Continuing Study of Newspaper Reading 
has shown that the attention received by wartime 

institutional advertising often outstrips the most appealing 
straight product copy appearing before or since Pearl Harbor. 
Seldom, in fact, in any medium, has public attention to national 
advertisers’ messages reached the high marks which industry 


is now recording in newspapers. 


It’s only natural that an increasingly large number of industrial 
advertisers with informative messages should turn to newspapers as their 
chief medium of communication with the people. And it’s only natural 


that they should be rewarded with high reader attention and response. 


For people habitually turn to newspapers as their most complete 
source of information and guidance. And newspaper 
advertisements that contain information and 

guidance are read as eagerly and as thoroughly 


as the news columns themselves. 
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To & MEN 


who want to grow 


This solid 32-year old 4-A agency— 
fast moving, forward thinking—with 
an enviable record of sound business 
increase (no war babies)—offers you 
an unusual opportunity to grow 
along with it. 


COPYWRITER AND IDEA MAN: 
A topnotcher to work on our fast- 
est growing account. Both industrial 
and consumer. Chemical background 
—plastics experience—helpful but 
not essential. General agency plus 
industrial experience desirable. A 
real challenge and opportunity. 
ACCOUNT EXECUTIVE AND COPY- 
WRITER: For confact, planning, 
copywriting. Mainly industrial. Not 
a top-rung job now—but one for a 
fast developing: ‘tomer’. Fine op- 
portunity for adyancement. Work 
directly under’ Vice President. 


MECHANICAL PRODUCTION MAN: 
Thorough knowledge of magazine 
advertising production, type, en- 
gravings, electrotypes, required. 
Phone or write dirg¢tto ourPresident, 
H. L. Fisher, for an appointment. 


RICKARD and COMPANY, Inc. 
330 West 42nd Street; New York City 


Tel: BRyant 9-1251 


NEWSPAPER 
PROMOTION MANAGER 


Metropolitan newspaper is seeking 
experienced working executive to 
direct promotion department. Will 
have entire charge of Advertising, 
Circulation and Editorial promo- 
tion and supervise staff of copy- 
writers, artists and _ statistician. 
Only a man who can CREATE 
sound promotion ideas and expedite 
their production will qualify. Thor- 
ough understanding of | statistical 
procedure and market analysis 
PLUS the imagination to convert 
facts into space-selling promotion 
is equally important. Write in full 
confidence to 


Box 5203, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


CAN YOU WRITE 


Good Poultry & Livestock 


FEED COPY? 


@ We're expanding our staff, and 
need a man with a flair for writing. 
Background of advertising-selling- 
merchandising feed or allied prod- 
ucts desirable. Publication, litera- 


ture, radio. Excellent salary and 


working environment. For interview, 


write in confidence to: 


SIMMONDS & SIMMONDS, INC. 


1908 
| N. Wells St., Chicago 6, Illinois 


since 


tatives Available,” 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS. 


HELP WANTED _ 


in a new business development ca- 
pacity. Must have Agency experi- 
ence, excellent references, good con- 
tacts and strong sales ability. Give 
complete information first letter. 
Our Executive Staff is familiar with 
this advertisement. All applications 
will be kept in strictest confidence. 
Box 5032, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, D1. 
ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
Opportunity for a Young Enthusi- 
ast as account executive in a fast 
growing Midwest agency. Here are 
the essential requirements; male, an 
enthusiastic worker with plenty of 
imagination, able to write sound 
sales copy, a working knowledge of 
sales promotion and merchandising. 
These are the advantages: opportu- 
nities galore, a substantial client 
list, exceptional living conditions in 
a moderate size city, $5,000 base 
salary, bonus, and no ceiling on the 
future. Give all details of experi- 
ence in first letter. Personal inter- 
views will be arranged in Chicago. 
Box 5173, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ARTIST: Get away from big town 
pressure in one of the finest medium 
size cities in middle west. Oppor- 
tunity to grow with young, aggres- 
sive advertising organization. State 
salary desired and qualifications. 
Box 5179, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING COPYWRITER 
Excellent opportunity with middle 
west advertising agency. Must be 
experienced on industrial and con- 
sumer goods copy. Give experience 
and salary expected. Write 
Box 5161, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
ALL Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St. Har. 2063, Chicago 
Advertising man with catalog expe- 
rience for mid-west wholesale dis- 
tributor of appliances, housewares 
and gen. merchandise. To take com- 
plete charge of catalog production 
in all its phases, incl. circulars, trade 
paper copy, sales correspondence, 
ete. A definite postwar job. Write 
stating experience and salary ex- 
pected to Continental Dist. Co., 828 

N. 3rd St., Milwaukee, Wisconsin. 
Program of leading manufacturer of 
business systems, location Ohio, re- 
quires immediately 


DIRECT MAIL Advertising Manager: 
experienced, capable, to organize 
staff; create, plan and direct impor- 
tant activity in cooperation with 
able associates. 


COPYWRITER: to work with asso- 
ciate in developing descriptive litera- 
ture for sales and advertising pur- 
poses. Fine chance for able writer 
to advance quickly. 


SALES PROMOTION: Young man as- 
sistant, with some experience, abil- 
ity to write, help organize work, fol- 


low thru on detail. Bright future 
offered. Write in confidence, com- 
plete information. Samples not 


wanted now. 
Box 5190, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Ill. 


t 1 
JUNIOR COPY 
| AND PLAN MAN 
Needed by large direct mail 
producer 
25 to 30 years old, some educa- 
| tion or experience in research or 
| sales promotion or magazine cir- | 
| culation mail sales would be de 
sira ble May do some field work 
| under senior salesman 
} Start about $2600.00 Location 
New York City 
Write Box 339 A, 159 E. 34th 
St.. New York City 


ACCOUNT EXECUTIVE to join rec- 
ognized medium size Chicago Agency | 


HELP WANTED 


COPY WRITER 


|Must have well rounded agency ex- 


| Write 


| 


perience on important national ac- 
counts. Exceptional opportunity with 
old established Chicago agency. 
Write full experience. Salary desired. 
Box 5192, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ASSISTANT CONTINUITY editor 
wanted by one of America’s fore- 
most radio stations! Must know 
ropes for here is position broaden- 
ing in responsibility with expansion 
of organization including FM and 
Television. Applicants to be consid- 
ered—first on management ability to 
help get big job done in big way by 
staff of experienced writers—sec- 
ondly upon his own writing ability. 
Write Managing Director Karl Koer- 


per, KMBC of Kansas City. Send 
complete details inchuding draft 
status, salary requirements, photo- 


graph, educational background, ref- 
erences, etc. 

NEW CLASS MONTHLY available to 
representative covering Ohio and ad- 
jacent territory. Ideal addition for 
man now handling industrial or 
technical paper. 

Box 5205, ADVERTISING AGE 


We produce syndicated public rela- 
tions folders, direct mail pieces, 
newspaper ads, ete. Will pay crea- 
tive idea people well for ideas we 
can use. For further details write 

THE BAKER ADV. AGENCY 
3302 Dodge St. Omaha 3, Neb. 

ARTIST 

Creative comprehensive detail color 
sketches, some lettering experience 
nationally known Chicago firm. Es- 
sential war industry. Life time op- 
portunity. State age, experience and 
salary expected. 

Box 5200, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II. 


PRINTER — Perfect knowledge 
Miehle Verticals, also 2-color Keese 
Presses; to supervise old established 
Label concern; midwestern city, 
over million population. 

Box 5204, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II}. 
Editor, preferably with 
house organ experience, 
manage all affairs of 
full application. 
Box 5212, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SELL ADV. NOVELTIES & Calendars 


industrial 
capable to 
department. 


Earn 20 to 25% Commission. Com- 
plete line. Send for details. 1945 
season. 

WEINMAN BROS. Est. 1919 


325 N. Wells St., Chicago 10, Il. 


WANTED: 
soy for production department with 


nationally known Motion Picture 
Trade Paper. Salary $25.00 a week 
to start. Pleasant surroundings. 


30x 5213, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
PRODUCTION MANAGER. Wash- 
ington, D. C. Advertising Agency. 


| Complete knowledge and experience 


in supervising and operation 
duction department necessary. 
salary; permanent position. 
stating age, qualifications, 
requirement, availability. 

Box 5198, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 
HELP WANTED 
ADVERTISING SALESMAN FOR 
BUSINESS PAPERS; SPLENDID 
POST-WAR POSSIBILITIES, OPEN- 
INGS IN CHICAGO ALSO NEW 
YORK, INTERVIEWS WILL BE 
ARRANGED AT BOTH CITIES. 


pro- 
Good 
Write 
salary 


STATE AGE, EXPERIENCE AND 
SALARY. 
tox §219, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING MANAGER, Large 
manufacturer of electric household 
| appliances. Should have had at 


least 3 years experience handling 
national advertising and some ap- 
pliance experience. Preferably under 
35, with resourceful and creative 
mind. Good chance for young man 
to grow into large company. 

Box 5216, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


*TIONAL 


A‘ 
+ in, 


Salary will be 


‘9 young, ambitious advertising men 
4erstand industrial distribution. 


ugressive, medium-sized Chicago advertis- 
icy offers to the right men an unusually fine 
connect «a and a bright post-war future. Experience in 
the advertising, sales or engineering departments of 
companies producing mechanical = is desirable. 
proportionate to abilities and capacity. 
Kindly furnish details on education, experience and 
present activities in reply, to: 


Box 5174 ApvERTISING AGE, 100 E. Ohio St. 


OPPORTUNITY 


Chicago 11, Illinois 


OPPORTUNITY 


FOR 


PROMOTION MAN 


About 35 years old 


largest 
ers needs one or 
1 have gone far 
enough in the sale or use of direct 
mail to @rove_ their quelifications 
for further devflopment 

The opportunit s. in 
ment to senior 
executive work in management or 


} 
sales 


One of the oldest and 
direct mail produt 
nore men who 


ther expansion guarantees unlim- 
ted opportunity for years to 


Sy 


New 


art about $ ( Location 
York Cit 


WANTED 
| Copywriter with Fresh Ideas! 
We want a gal or guy to write ad 
copy that clicks—a lively individual 


with lots of pep and ambition. Ours 
is a top-flight newspaper in large 
mid-central city offering unlimited 


postwar possibilities. You'll be given 
a free hand to create—a chance to 
dream up good ideas amid informal, 
easy - going surroundings. Layout 
and copy experience helpful but not 
essential. Quick advancement de- 
pends on your spark and ability. A 
great set-up for the future. Give 
complete information including edu- 
cational background and salary ex- 
pected. 

Box 5218, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
POSITIONS WANTED 
Advertising-Promotion Executive 
Broad, practical experience in retail, 
wholesale and manufacturing adver- 


tising, sales promotion, catalogues 
and direct mail. Background in 
household appliances, furniture, 


machinery and trade as- 
sociation. Handle copy, layout, di- 
rect art work, photography and 
printing production. Prefer Chicago 
position—Now Adv. Mer. with na- 
tional manufacturer. 

Box 5189, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
COPY MAN of mature age, ripe ex- 
perience, wide variety of accounts in- 
cluding medical, and as editor fac- 
tory newspapers, house organs, etc. 
Will connect with small or medium 
sized mid-west agency (or manufac- 
turer). Can meet clients, tactfully 
contact accounts, sell service, get 

business. 
Box 5196, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ARTIST substantial printing 


hardware, 


with 
usiness wishes to establish relations 
with Medium size printer. Commis- 
sion on reciprocal basis only. 
Box 5191, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Sales Letter Specialist Available 
One Letter or a Campaign! 

Box 5176, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
SALES COUNSEL. Manufacturers— 
here is your opportunity to secure 
advanced marketing aid at moderate 
cost. Outstanding young sales ex- 
ecutive. Controlling substantial 
business in automotive, hardware, 


mill supply and paint fields. Inter- 
ested in directing sales and adver- 
tising for several medium sized 


manufacturers. 
bonus. 

Box 5214, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

ACCOUNT EXECUTIVE 

Young, thoroughly experienced all 
phases advertising and sales promo- 
tion. Agency and advertising man- 
ager background. Well-trained ad- 
ministration, production, all media. 
Family man. Now employed top 
agency. 

Box 5209, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Advertising—Sales Promotion 
Manager—9 years adv't, 5 years sell- 
ing experience. 36. Married, col- 
lege, draft exempt. Available Nov. 

Ist. 
Box 5 


Retainer basis, plus 


11, ADVERTISING AGE 
nd St., New York 18, N. Y. 


Canadian Admen to Hear 
Leaders in Industry 


B. K. Sandwell, editor of Satur- 
day Night, Toronto, will address 
Canadian admen at the annual 
meeting of the Association of Ca- 
nadian Advertisers Nov. 8-10 at 
the Royal York Hotel, Toronto. 
session will include Samuel 
Barton, president of 
Surveys Company, New York; 
Elmer Wheeler, author and head 
of Tested Selling Institute, New 
York, and Morgan Eastman, vice- 
president of McConnell, Eastman 
& Co., Toronto. The meeting will 
include study forums and the asso- 
ciation will present its annual 
awards for best advertising of the 
year. 


Open Road Names Hill 


Wallace S. Hill, New York rep- 
resentative of Open Road Pub- 
lishing Company, Boston and New 
| York, has been appointed eastern 
advertising manager of the com- 
pany with headquarters in New 
| York. 


Joins Walker & Downing 


Victor Seydel, 
of the Blue Network production 


former member | 


Advertising Age, November 


Other speakers at the three-day | 
G.| company since 1928 and former) 
Industrial | headed the national dairy product 


| 


staff, has joined Walker & Down-| 


ing, Pittsburgh, as eastern radio 


supervisor. 


Adv. Mgrs. $4-$10,000 


Cosmetics or Chain Drugs 
Hardware or Machinery 


COPYWRITERS woe eee  $4-$10,000 
Agency or manuf. experience. 
PROD. MEN OR WOMEN.......to $6,000 
SCRIPT WRITERS . . .$3-$10,000 
LAYOUT ARTISTS $3-$6,000 


M. L. BARNARD 
ADVERTISING DIRECTOR 
Castle, Barton & Associates 
220 S. State Street, Chicago 4 


Effect of War o 
Retail Sales Is 
Shown in Stud 


Washington, Nov. 1.—U>  rtajy 
wartime buying condition hay. 
cost retail sales $50,000,001 )9 ;, 


volume during the past thre 
years, Louis Paradiso, chie! «f th 
Department of Commerce b. sings 
statistics unit, believes, the 
basis of the established re’ :tigp. 
ship between consumer ‘ome 


and retail sales figures. 

Though much of this mi rey 
stored up in accumulated =: ving, 
he feels that even with pent-y 
demand for durables, the d 


ferred sabia 
demand will be considerab]!, toneq HPo 
down by the employment and jp. mpa 
come conditions that exist in post. Te 


war years. 

In 1944, retail sales were 60% 
higher than in 1939, but with aq. 
justments for price increases, the 


quantity was probably only 15: foon, 


greater, Mr. Paradiso estimates jp res} 
the October “Survey of Current" _ 
Business.” In addition, he be. ggpccorda 


lieves the quantity was actually j™g™d PU 


5% below 1941, when per capit, mmo™P?” 
purchases were $430 compared Mmee@'® 
with $510 in 1944. brogran 

Department figures show that qmpe2d!ne 
retail sales usually incrense 129, gmeenuta 
for every 10% increase in income "2 ‘ 
Mr. Paradiso said. On that basis fm?! ! 
he believes sales should have beer fm ©2° 
$13,000,000,000 above actual total fm” 4 5) 
in 1942, $15,000,000,000 in 1943 j™Yoons 
and $20,000,000,000 in 1944. atori€ 

The current year will be the son 


peak in the wartime period, he 
believes, for the trend will be re- 
versed with the fall of Germany 
Sales of durables will remain high 


yaker 
r the 
he bak 


but non-durables and servic +" 
trades will follow consumer in-g@° °© 
come closely. L 

In re 
Stull Joins McCann pol 


Food Products Division 


mblec 


Frank B. Stull has joined themes @" 
Chicago office of McCann - Erick-yge"¢ of 
son, Inc., where he will workg™art a 
on merchandis- urer’s 
ing and mar- age ot 
keting activities evoted 
of the food pmpan 
products divi- Curre 
sion. For the equest. 
past six years ealth, 
Mr. Stull has roups, 
been national 4 jorker: 
merchandise F t won 
manager and nd ab 
advertising di- re req 
rector of Atlan- pri 
tic & Pacific Frank B. Stull _ 
national dairy 


products division, directing mer- 
chandising of all dairy product 
through A&P outlets. 

Mr. Stull had been with the food 


division at Detroit. He was als 
a member of the A&P nation 
merchandise executive committe 
responsible for dairy produc's pre 
motion. 


To McCann Foreign "ep! 

Richard A. Romney, fo: met! 
with Peck Advertising A sen 
New York, and Enrique A. |.) yn@ 
previously with the Spanis Lal 
guage Center, have joined t © [0 
eign department of M anh 
Erickson, New York. 


ONE-MAN AGENC 
WANTS AN ASSOC! TE 


| hung out my own shingle ut 
a year and a half ago after ™® 
20 years experience with ge 


Chicago agencies. For aone 8" 
agency | am doing all rig! 
am financially sound, have 
cient recognition, present 
very stable and future pro 1s 
look good. But! think | cou 
even better when teamed u 
another ad man who can su 
ment in talents what | haven 
and vice versa. There neve $9 
a better time for a small e i] 
to go places than right nov 
you think so contact me, dir: 
indirect. 


Box 6000, ADVERTISING A 
100 E. Ohio St., Chicago |! | 
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Raby Care Program 
lus rates Aim 
“pt oon Agency 


1944 


0 

Tet HE ork, Oct. 31.—Half-page 
tHe ort ments are being run in 
wr, sues of professional jour- | 
the. che Byron G. Moon Com- 
On. ering a complete set of 
ome ant wall charts, and folders | 
.. BBB bab» care, prepared during the | 
7 i bst ty.) years through the coop- 
on tio. of Johnson & Johnson, | 


arnsh. V Knitting Company, Es- | 


. nd ills, Gerber Products| 
Fe ompavy, and Sharp & Dohme. | 
Y- The scries of seven chapters de- | 
0st ibing scientific ways of bathing | 
gor, Mme baby, dressing, rest, feeding, | 
vd safeguarding the baby’s health | 
ric 5 prepared, according to Mr.) 
150, foon, president of the company, | 
we response to specific requests | 
‘S 10m home economists, and in| 
Fn cordance with definite principles | 
al nd purposes formulated by the| 
‘its Aompany over nearly 30 years of | 
al esearch. He pointed out that p wag 
; program of information, while de- 
that pending upon the support of five 
19% nufacturers of baby products, is 
ome pot a cooperative or collaborative 
vasis Mameo. Of manufacturers.” | 
heer gach manufacturer pays only | 
total Mae’ 2 specific section of the series 
1943 Johnson & Johnson research lab- 
*BB-atories working on the section | 
the neerned with bathing the baby, | 
he sernshaw Knitting Company, 
) ye.ggpeaker of Vanta baby garments, | 
any the chapter discussing dressing | 
high he baby, Esmond Mills (Esmond 
vies Plage blankets) on baby’s rest | 
' i sleep, etc. 


Devotes Page to Each 


In return for their support, the 
foon company through its Bureau 
{ Educational Services, which as- 
1 mbled the baby care series, car- | 


themes an identification line at the) 
rick-qgmgad of each chapter and on each | 
workggeart acknowledging the manufac- | 


urer’s cooperation, and the back | 
age of each four-page folder is | 
evoted to a description of each | 
mpany’s products. | 
Currently, Mr. Moon revealed, 
equests are being received from | 
ealth, vocational guidance, adult | 
roups, home bureau _ service | 
orkers in farm areas, federations | 
f women’s clubs, libraries, etc., 
nd about 100 tons of paper a year 
re required to supply the demand | 
r printed material. About 100,- | 
0 baby care folders go out| 
ionthly to hospital maternity | 
irds, visiting nurses, more than | 
000 libraries, and departments of | 
ealth in about half the cities of | 
he U. S., he reported. 
No material prepared by the) 
I y, Mr. Moon emphasized, is | 
als ag ilable directly to the consumer. | 
t is assembled for those who in- | 


‘tte, EE'uct—home economics teachers, | 
proefagcult club and education groups, | 
€alth organizations, etc. Each 
idy undertaken by the company 
ime oust be helpful to some health | 
ep! ere either physical or busi- | 
nerly Mees health,” it “must be helpful 
ent the economics of private enter- 
ynal, me. SE d to branded merchan- 
Lan- Meese,’ ond “it must be broader | 
fore Bp an manufacturer’s interest.” 
an! ese ree principles, he _ said, 
naer not only the baby care 
seal g1 but will govern the work 
— Wil rst stages for Can Manu- 
t Institute, which has just! 
{ the firm to serve as its 
rE 
ut 
ne 
ge 
an 
| 
5 
| 
f 


| PRECTICAL BUILDER 


Van Buren Chicago 5 


‘fied with the aid 


| out, 


‘dustry of the United States, 
| Underwear Industry of the United 
| States, and Arlington Mills. 


| Stride slips, 


|}advertising agency, it 


1g Age, November 6, 1944 


division of educational services to 
develop an -educational program 
around the theme that “homemak- 
|ing can be improved and simpli- 
of ‘container 


,” 


serviced products. 
Created Famous Slogan 


The company, Mr. Moon brought 
was the creator of Cluett, 


_Peabody’s famous Sanforized slo- 


gan, “lasting fashion—lasting fit.” 
In addition to handling this pro- 
gram, the company has acted as 
merchandising and_ advertising 


| counsel for the Institute of Carpet 


Manufacturers, Leather Glove In- 
Knit 


Also handled was Calgon, 
water normalizer, which it 


the 
was 


| stated has received more than 80,- 


000,000 recommendations a year 
from brand manufacturers such as 
Vanta baby garments, Chix dia- 
pers, Kleinert’s baby products, 
Gotham Gold Stripe hose, Fashion 
American All-Wool 
blankets, Columbia yarns, etc. 
Mr. Moon emphasized that, 
while his company is actually an 
is not 
competition with other agencies 


‘publisher 


in | 


in that the Byron G. Moon Com- 
pany handles promotion for a spe- 
cific theme, but not for a specific 
account. 


Gordon Cates to Head 
Y&R's Radio Division 

Gordon Cates, vice-president of 
Young & Rubicam, New York, has 
been appointed general manager 
of the agency’s radio division. Mr. 
Cates joined the contact staff of 
Y&R in 1939 and was previously 
associated with McCann-Erickson 
and Fuller & Smith & Ross. He 
was appointed a vice-president of 
Y&R in 1942. 


Harry Ackerman, recently ap- 


/pointed vice-president in charge 


of program operations, will super- 
vise the creative functions of the 
radio division. Joseph Moran, 
associate director, will supervise 
both talent and commercial de- 
partments. 


Names Southwest Dailies | 


Southwest Dailies; Memphis 
s’ representative, has 


been appointed national represen- 


tative for the Daily Times, Okmul- | 


gee, Okla. 


CATALOGING 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


Catalog Covers, Ring Binders, Swing-O-Ring, i ance a 
Leather, and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings 


BEAVERITE PRODUCTS. INC. 
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Let your advertising share in 


PARADE’S SPECIAL TECHNIQUE of pre-editing picture-stories 
is responsible for high readership. Stories are planned 
around subjects of wide current interest . . 
typical individuals who dramatize such subjects. 


. and around 


THE EXPERT AIRPLANE maintenance work oe goes on 
aboard carriers at sea is a vital help in winning the war — 


and a good topic for a Parade story. 


Each picture, each 


caption was planned in advance to dramatize this story. 
Parade picture-stories attract percentages of both men and 
women readers as high as the 80's and 90’s. 


[prec nek FIGURES like those on the adver- 

tisement reprinted below, help to explain 
why advertisers have tripled their lineage in 
Parade in three years! 

For, as the best-read national magazine sec- 
tion, Parade gets beginning-to-end reader- 
ship among 2,000,000 families. High reader- 
ship of Parade editorial content carries over 
into the advertising columns, too! We'll be 
glad to show you independent surveys that 
prove this. 


among national magazine sections 


OBSERVED gy 43% OF MEN READERS 
% WOMEN READERS 


8% 


Here’ s help: Now. as always, Sunshine — 
Crackers are the perfecigne accompamment fe - 
salads and spreads. But y not enjoy ape ooo 
flavor ment thre ough me with eo : = _ 
fruit. And to brighten th — = - ee 
some happy suggestions, built arou . 
that use rationed foods sparingly. oF not a 


= <a ___—_— 
ccc 


. 3 1%, 
ta aa, A a ge were 


Reprinted from Parade 


ADVERTISEMENTS in Parade get higher readership because the 
magazine holds the interest of readers — straight through each 
issue. Advertisers know their message has better visibility shan 
even the editorial pages of many publications! 
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Canadian Retailers Plan 
Extensive Postwar Expansions 


Two out of five Canadian retail- | 


ers plan extensions, repairs or the 
purchase of additional equipment 
during the first year of peace, a 
merchandising survey undertaken 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S CREATEST INDUSTRIAL AREA 


sponte sete tmecnaeane nr mera o eT 
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;by the postwar research depart- 
;ment of the MacLean Publishing 
|Company, Toronto, reveals. 

| Firms covered by the MacLean 
}survey did approximately 
of the’ retail sales total transacted 
in Canada in 1941. The sample 
covered retail groups which op- 
erate 57,000 or 41% 
137,000 shops. It is exclusive of 


shops, retail automotive 
firms and restaurants, but is con- 


|the “average” retail independent 
|and chain store doing the “neigh- 
| borhood” business in the Dominion. 

Independent grocery stores indi- 
|cated the largest interest, on a 
|dollar basis, in postwar store im- 
| provements. Of an_ estimated 
$20,400,000 to be spent by this 


group of stores after the war,| 
almost one-quarter came from 
| grocery independents. More than 


half the entire total, it is esti- 
mated, would be spent by chain 


department stores, women’s wear | 
supply | 


- ,e 


|and independent grocery and com- 


bination chain stores. 
The sutvey found that this same 


| group of stores indicated that their 


postwar purchases 


|/equipment would represent about 


| 
| 


35% | 


of Canada’s | 


|60% of the estimated over-all $14,- 


800,000 to be spent by the entire 
group. 

Of those stores which plan to 
buy new equipment, variety stores 
lined up 100% as being 


indicated 
that at least two out of every 
three would be in the market for 
new equipment. 

Drug stores reported the largest 


number of items of new merchan- | 


|dise which they wished to add 


sidered indicative of the plans of | 


after the war, but only 14% of the 
drug stores queried indicated that 
they wanted to extend their lines. 
On the other hand, 35% of the 
variety stores plan to carry a 
greater variety of merchandise. 
Variety stores also led in regard 
to plans for opening new stores, 
80% indicating they would do so. 

Drug stores were the most defi- 
nite of those asked whether they 
would increase their advertising 
after the war, with about 85% 
answering this query in the af- 


of new store} 


in the| 
market immediately after the war. | 
Other groups of stores 


GRIT Families Follow the Features ! 


Dad looks for The News 


... “Capitol Keyhole”... “Sports Chatter’... 


“Rod and Gun”, €) Mom wouldn't miss GRIT’S recipes, 


sewing 


«a 


helps and household hints. 


Sis goes 


for ‘Friendly Talk with Girls’, the movie and radio 


features. “ 


and ‘Odd, Strange and Curious”, and they all go 


Bud likes the comics, ‘‘Seck Hawkins” 


for the Story Section. Products advertised in GRIT enjoy 


the benefits of loyalty and confidence of readership. 


And GRIT is read faithfully, intensely in GRIT America 


—the heart of Small Town America—where more than 2,000,000 


families live and work and buy! GRIT’S more than 500,000 


circulation includes 1 out of every 5 families in GRIT America. 


YOU CAN 


ll 


Eee Terre! = 
WILLIAMSPORT, PA. 


DO A MORE COMPLETE SELLING JOB WITH 


eal 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY 


with more than 500,000 weekly circulation 


a 


Advertising Age, Novembe; 


firmative. Nearly all indicated that 
increased advertising was included 
in their postwar plans. 

There was equally general com- 
ment to the effect that the present 
high tax levels were “destroying 
personal incentive” and hamper- 
ing postwar planning and ex- 
pansion. 

Canadian country-general stores 
and grocery independents were 
the only groups indicating a desire 
to see the anti-price cutting legis- 
lation continued after the war and 
some modified price control con- 
tinued for the present at least. 
Hardware stores indicated a pref- 
erence to see Canada’s present 
wartime control over consumer 
credit continued. 

* * B 

Alfred P. Sloan Jr., chairman of 
General Motors, recently outlined 
the corporation’s $500,000,000 post- 
war reconversion program in a 
message to the 420,000 stockhold- 
ers. 

GM’s postwar program, he said, 
“divides itself into certain com- 
ponent parts: 

“1, Expenditures must be made 
.. . to reorganize production fa- 
cilities. Generally speaking, 
every plant must be stripped to 
the bare structure and laid out 
along entirely different lines. 

“2. Equipment sold to others as 
a part of the wartime cooperative 
program must be repurchased or 
replaced to restore prewar capac- 
ity. 

“3. The necessity of a complete 
reorganization of facilities 
afford an opportunity of modern- 
izing all equipment. . . Industry 
must always seek lower costs be- 
cause that means lower 


prices and hence increased vol- 


ume with expanding job oppor- | 


tunities. .. 
“4. Prewar capacity will be ex- 
panded to provide facilities to 


selling | 


|meet the potential but a 
demand of the immediate 
| period, all in proper rel; 
to what the longer-term ; 
ties have been estimated 
| Aside from our motorcar 
we have other products to 
| Some activities, like our 
motive division, are still 
stages of development. 

“5. Expenditures 
needed to provide better 
and services for our emp) 
well as for expansion of « 
cilities not directly related 
duction.” 

ue 1 a 

A nationwide  vetera: 
ployment plan fostered by ‘he 
tional Association of Retai 
ers, in which independent 
in cities, towns and villages 
cooperate, is now in effect, « 
ing to J. E. Jaeger, president. 

Retail store jobs listed by 
retail grocers associations 
available in their offices, and 
ment Service, veteran orga 
which ex-servicemen may s 
employment. Meanwhile 
phlet, informing the veteran 
available jobs, will be placed 
draft boards, depots, service 
ters, stores and places acces 
to servicemen and their fam 

* * * 


In describing his comp: 
postwar advertising, selling 
merchandising plans to mere 


local 
are 
filed 


with offices of the U. S. Employ. 


11Za- 


tions and other agencies throug; 


ee Ki 


a Pam- 


s 
With 
cen- 
sible 
ilies 


iny’s 
and 
tha 


| 600 dealers and retail sales man- 
will| agers in Chicago recently, J. § 


| Sayre, president of Bendix Hom 
| Appliances, Inc., said, “I suspec 
| that Bendix will be one of those 


companies to demonstrate tha 
conversion of both manufactt 
and sales departments will b 
less of an American miracle 
was our original conversion to 
work.” 
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South Bend Is Clear. 
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By 

Pia SSA on 

Mp itr 
soe 


--across Lake Michigan 
and then some ) 


from Chicago 


You can dominate the South Be 


no other way. 


nd area only by using WSB! 


The latest Hooper rating proves this fact. It shows th: 


half of all the radio listeners— morning, noon and night—? 


Bend use WSBT. In addition to South Bend, WSBT goes 


Indiana and Michigan counties, 


with 33 towns of more th: 


people, having a total of 243,000 radio homes. Remember, t' 


audience can be adequately reac 


hed only by using WSBT. 


An affiliate of the Columbia Network, WSBT is a pione« 
22 years old—and its FM station has already been operatin 
and a half. WSBT is a 1.000 watt station at 960. 


Cotumttia 
Network 


PAUL H. RAYMER CO. 
National Representatives 
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Agencies Disagree 
“Hon How to Develop 


Ca) 

AU. §. Foreign Trade 

lities 

S, a (Continued from Page 1) 

' lf american firms can reach price | 

PI creenents for export purposes, 
and deal with foreign competitors | 
in th ' fields. 

€m-M Under the Webb-Pomerene Act, 

Na manu! cturers are free to collabo- 


TOME ote on prices and other details of | 
Crs pverseas business, so long as their 
Will agreements are registered with 
the FTC, and do not apply to op- 
erations in the domestic market. 
Though the law has been on the 
ypoks for many years, only 46 
wich organizations are now regis- 
red. FTC feels development of 
export groups has been slowed 
down because of uncertainty over 
interpretation of the law. 


Study Webb Act Operation 


Convinced that Americans can 
compete successfully abroad only 
f they can combine in organiza- 
ions big enough to meet Russian, 
inyqgpswedish and British competitors, 
ange Commission has set out to 
thanmcemonstrate the potential uses of 


nanfagsuch Webb-Pomerene agreements. | 


Is During recent months, investi- 
lomemcators have quietly studied the 
speciqmoperations of about 30 Webb Act 
rganizations. On the basis of 


1 
NOSE 


between U.S. 


| tives 


| 


| 


t reg nese preliminary studies, the | 
rit ‘ommission will soon hold hear- 
e nfgogs on the activities of at least 
thang wo such groups in an effort to | 
war cemonstrate how these industries | 


in maintain their exporting or- 
sanizations and conduct business 
1 accordance with the law. 


| Mr. Maverick’s complaint against | 
~ Webb Act groups rests on his be- | 


ief that they eventually cause in- | 
It is the | 
that | 


creased prices at home. 
of FTC attorneys 
e these groups can operate without 
such results, and that the Com- 
mission Can 

such infringements of the law. 
One of the export groups that 
vill come before the Commission 
ncludes 38 companies engaged in 
the export of such items as wash- 
ng machines, refrigerators, rolling 
machines, meters, and street light- 
ing equipment. Among its mem- 


position 


bership are such well known firms 
s International General Electric, 
Westinghouse Electric Interna- 


tional, Youngstown Sheet & Tube, 

Allis-Chalmers, General Motors 

Overseas, Anaconda Wire & Cable, 

Phelps Dodge, U. S. Rubber Ex- 
oS port, Maytag, Easy Washing Ma- 
mY Machine and Nash-Kelvinator. 


Hope to Define Terms 


At the hearings, yet to be sched- 

led, the companies involved will 

ll € presented a bill of particulars, 
nd eventually the FTC expects to 

down recommendations for 


successfully prevent | 


the refinement of their operations. | 
Officials hope to be able to de- | 


fine the Commission position on 
greements between American ex- 


port associations and foreign com- | 


panies on the division of world 
ma s, and to determine to what 


ext export groups may prevent | 


\merican firms from com- 

vith them abroad. 
+. icting directly with Mr. 
be! FTC officials feel that in 
V1 the Webb Act Congress 
intention of preventing 
1anufacturers from agree- 
1 ee 8 the allocation of foreign 
; ter! es, so long as the alloca- 
Zon not prevent any foreign 
turer from selling in this 


Soul U.S 


g recent months Mr. Berge 
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has capitalized on such allocations 

|}of market, particularly in Latin 
| America, as a result of agreements | 
firms and foreign 
organizations. Since President 
Roosevelt has taken pains recently 
to state his opposition to such| open branch stores after the war, 
| practices, and to cartel arrange- | Jack I. Straus, president of Macy’s, 
ments, there seems to be real “ie- | reported to the stockholders’ an- 
agreement on this point. nual meeting last week. 

FTC and in the Commerce | Necessary improvements and 
Pte inl it is frequently said| changes in present properties are 
‘that individual American firms, | also under consideration, to get| 
‘left to their own resources, could | under way as soon as conditions 
not compete successfully against | permit, he said. 


|Russia, or the Swedish coopera- aicieitentbilarias 
or — anne. Sona HARRY C. GORDON 
Empire preferences unless they Toronto, Oct. 31.— Harry C 
nd work — Pe gerne 11 | Gordon, 57, for the last three years 
these agencies dou at any I~ | director of public relations for the 
ternational agreements can be/ Ontario Wine Producers’ Associa- 
reached which would result in the | tion. died Oct. 26 after an illness 
type of free trade and competition of several months. Mr. Gordon | 
that Mr. Maverick visualizes. was formerly an executive with | 
Cockfield Brown & Co. Ltd., and) 
was at one time associated. with 
Newman Names Sneider | Gardner Advertising Company, St. 


Sol Newman, Inc., New York | Louis. 
| manufacturer of men’s slacks and | 
trousers, has appointed A. M.|A. T. COLE 
Sneider & Co., New York, to Des Moines, Ia., Oct. 31.—A. T. 
handle its proposed campaign in|Cole, for many years business 
business and trade publications. | manager of Cole’s, Inc., advertis- 


Straus Reports Macy's 
Plans for Branch Stores 


R. H. Macy & Co., New York 
department store, is making plans | 
through its operating properties to 


ing agency, died at his home Oct. | 
'27. Mr. Cole, who was 75, had| 
| suffered no previous illness. Serv- 
lices and interment were at Bea- 
trice, Neb., his home town. Sur- 
i'viving are his widow and _ son, 
James, president o of Cole’s, Inc. 


FRANK R. MOSES 


Marshall, Mich., Oct. 31.—Fun- 
|eral services will be held tomor- 
row for Frank R. Moses, 61, pub- 
llisher of the Marshall Evening 
Chronicle and founder in 1920 of 
the Michigan League of Home 
Dailies, who died at Battle Creek 
Oct. 29. 

In traditional newspaper fashion, 
Mr. Moses wrote his own “obit,” 
which was laid on the desk of 
W. B. Holt, the Chronicle’s editor, 
patter the date and time of death 
had been filled in by the publish- 
|er’s widow, Alice. 


Richardson Promoted 


Robert J. Richardson Jr., for ten 
years with Station KWK, MBS 
affiliate in St. Louis, as news edi- 
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Cairns Names Millar 


David Millar, Jr., who has been 
advertising manager for textiles 
and apparel with Montgomery 
Ward & Co., Chicago, for the past 
five years, has resigned and will 
become associated with John A. 
Cairns & Co., New York, as ac- 
count executive, effective Nov. 13. 
Previously, Mr. Millar was adver- 
tising manager of Gimbel’s, New 
York. 


WE BACK ISSUES 


Complete coverage of current 
and back issues of business pa- 
pers and magazines for editorial 
and advertising material. 

Booklet No. 20, “How Business Uses 
Clippings” outlines how manufactur- 


ers and advertising agencies use our 
service. 


BACON’S CLIPPING BUREAU 


tor and sales service manager, has | 
been named director of public re- | 
lations. 


FARM GENERAL 
PAPERS MAGAZINES 


221 N.. LASALLE ST., CHICAGO 1, ILL. 


TAREE oe 


CAN STAND THE TEST OF TIME,” says 


“I don’t have to be a type expert to appreciate the appropriateness of these ATF 


type faces. They've proved their own case. Five years ago we planned this 


de luxe book to reflect not only the smartness, but 


[ 


S.M. REVNESS, 


Vice-President, Tut Wavrer M. BaLLarp Co, 


Have yo 
of types 
letterhe 


also the thoroughgoing 


follow ing 


soundness of design, of the interiors we plan and create. We felt that the 


simple dignity and architectonic feeling of well-spaced News Gothic Extra 
Condensed and Spartan Black capitals achieved this perfectly, in the type dis- 


play. The desired decorative touch was gained by the restrained use of Com- 


mercial Script and Onyx. Now we are bringing out a 


nothing that needs to be changed... the style is still 


200 ELMORA AVENUE, 


second edition and find 


as smart as tomorrow! 


ad. Also, single 


including complete 


uacopy of the ATF Red Book 
? If not, send for one on your 
page showings 
alphabets of the 
ATF faces. 


and other 


Lydian with Italic 
Supe Upright 
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Places Mission Series 


Mission Hosiery Mills, Los An- 
geles, creator of Hollyvogue ho- 
siery, will place a series of ads 
beginning in January issues of 
Vogue and Harper’s Bazaar fea- 
turing cartoons by E. Simms 
Campbell, well-khown artist. Hill- 
man-Shane-Breyer, Los Angeles. 
is the agency. 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
* 
BUSINESS PUBLICATIONS EDITION 


Chemist Hits 
Over-Dramatic 
Glass Advertising 


New York, Nov. 2.—There has 
been a lot of “unscrupulous adver- 
tising” and “too much Sunday 
supplement chemistry” in connec- 
tion with developments in the 
glass industry and others which 
produce containers and packaging 
products, Dr. F. C. Flint, chief 
chemist of the Hazel-Atlas Glass 
Company, Wheeling, W. Va., said 
|yesterday at an open forum dis- 
|cussion on packaging materials at 
| the annual conference of the Pack- 
| aging Institute. 
| “It is true that there have been 
/some outstanding developments in 
| the glass field—glass wool, for ex- 
ample, and finer lenses—but gen- 
erally speaking the story is not 
|}as dramatic as the Sunday supple- 
|ments are inclined to make it,” he 
|said. “Progress, rather, has been 
‘slow but steady, and the same 


YOU MAY BE ABLE TO POLE- 
VAULT 14 FEET*— 


<= 


a, — s ws 


Just to look at a map, it seems 


reasonable 
could 


w 


radio station. 


to expect that you 
cover Western Michigan 
ith a big Chicago or Detroit 
But maps don’t 


show fading, which is practically 


a 


B 


WKZO has the AUDIENCE 
in Western Michigan — an 
audience greater than that 
of all other stations COM- 
BINED! The latest Hooper 
Special Report (made in the 
Autumn of 1948) proved 
WKZO's outstanding domi- 
nance not only in its pri 
mary market, but also in 
outlying communities of 
Western Michigan. Cities and 
towns covered in this coin- 


Plainwell and Wayland, 


Here are the Thursday 
evening figures. 7 p.m. to 
10 p.m. actually by far 
the lowest in the week 


for WKZO! 


WRKZ0 
STATION B 
SIX OTHERS 
MIS 


T 


as 


feet, 3\4 inches 


WKZ 


Chinese Wall around this area. 


ut Western Michigan is impor- 


tant enough to warrant intensive 
cultivation 
fortunately, you can do a whale 
of a job with WKZO alone, be- 
cause WKZO has the majority of 


from within. And 


1e audience in this area. 


ake a look at the excerpt from 


cel aren chile were. a recent Hooper Survey. on the 
specifically, Kalamazoo, Alle left: The full report will be glad- 
gan, Byron Center, Dorr, : 

Martin, Moline, Otsego, ly sent you on request or just 


k Free & Peters. 


Earle Veadows, U S.. 


pole-vaulted 14 


at the Olum pic (james, I 


0) 9000 Watts 


990 KC 
CBS 


strongest selling force in Western Michigan 


Owned and Operated by F 


KALAMAZOO and GRAND RAPIDS 


etzer Broadcasting Company 


Free & Peters, Inc., Exclusive National Representatives 


been responsible for greatly im- 
proved glass containers.” 

Dr. Flint declared that “it is 
evident that, in the postwar pack- 
aging and container field, there 
will be keen competition,’ but he 
asserted that the low cost of pro- 
ducing glass containers, together 
with such advantages as the re- 
sistance of glass to heat and cold 
and to chemical attack, and its 
“visibility factor’ all augur well 
for the future of glass. 

“We expect to be in business .a 
long time,” Dr. Flint said. 


Tells of Aluminum Foil 


The place of aluminum foil in 
the postwar packing picture was 
discussed by Dr. Thomas M. Hill 
of Aluminum Company of Amer- 
ica, New Kensington, Pa. Alumi- 
num foil’s lightness and pliability, 
its resistance to heat, cold, oil and 
greases, and to odor, gas and light 
were among advantages he out- 
lined. It can take a wide range of 
color finishes for decoration and 
identification and can be used in 
combination with other materials, 
Dr. Hill pointed out. 

“As to cost,” Dr. Hill said when 
questioned by ADVERTISING AGE, 
“so many factors are involved that 
I can’t talk about that now.” 

W. M. Rose, president of Sun 
Tube Corporation, Hillside, N. J., 
and of the Tin Salvage Institution, 
Newark, said that if tin can be 
maintained 
1941 price level, it will hold its 
long-established place in the con- 
tainer field. Only a small group 
questioned by the Institute, he 
said, plan to change to aluminum 
or other collapsible containers 
after the war. 

At the opening session yester- 
|day morning, Joel Y. Lund, vice- 
president of Lambert Pharmacal 
Company, St. Louis, and president 
| of the Packaging Institute, stressed 


people who have developed out-|packaging today, for example, is 
standing glass products have also|far from perfect. There are liter- 


after the war at the| 


| 
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ally millions of dollars awaiting | 
the person who develops a really | 
perfect package for cigarets.” 

Walton D. Lynch, vice-president | 
of National Folding Box Company, | 
New Haven, Conn., was elected | 
president of the Institute to suc-| 
ceed Mr. Lund. W. O. Brewer of 
the Caleo Chemical division of 
American Cyanamid Company, 
Bound Brook, N. J., and George A. 
Mohlman, president of the Package 
Machinery Company, Springfield, 
Mass., were elected vice-presidents. 


Sales Execs Told Ads 
Can Help Keep Peace | 


If the cost of building just one | 
battleship had been expended by 
advertisers after the last war to 
promote world peace, the present 
world conflict might have been 
averted, Bruce Barton, president 
of Batten, Barton, Durstine & Os- 
born, New York, told members of 
the Sales Executive Club of New 
York last week. 

Speaking on “World Peace 
Needs a Sales Manager,” Mr. Bar- 
ton described the potent role ad- 
vertising and selling should take 
in the postwar world to help main- 
tain a lasting peace and make a 
third world war an impossibility. 


Smith Names Samuel 

J. Clark Samuel, formerly with 
Selvage & Lee, New York public 
relations firm, and previously pub- 
lic relations director of Anderson, 


Davis & Platte, New York agency | 


handling advertising for Alex- 
ander Smith & Sons Carpet Com- 
pany, Yonkers, N. Y., has 
named director of public relations 
of the carpet company. 


Marshall Promoted 
Leonard Marshall, for the past 


| the importance of the progress of | two years engaged in postwar for- 


| packaging to merchandising. 

| “We haven’t yet reached the 
| phase where all products reach the 
|}consumer in the ideal condition 
|for use,” Mr. Lund said. 


eign sales research and market 
development of Canada Dry Inter- 
national, has been named _ sales 


promotion manager of that com-| 
“Cigaret | pany. 
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Grey Mill Plans 
Boot N-Day Feors 
of Hose Retailers 


(Picture on Page 1) 
Bristol, Va., Oct. 31.—They,, 
not calling it N-Day, but 1 
when the hosiery industry shif. 
from rayon to Nylon is cate ¢, 
considerable worry on the part o 
retailers. So, to relieve { 


anxiety caused by the fear tha 
they will be overstocked wi; 
rayon stockings when Nylons ay, 
released, Grey Hosiery Mills ha 
announced a plan for the trang; 
tion period. 

It provides for the return to th 
mills for full credit of all Mar 
Grey rayon hosiery that the re 
tailer cannot sell after receiyj; 
his first shipment of Nylons. Othe 
points of the plan include disposj- 
tion of rayon hosiery during th, 
transition, adequate replacemen: 
of rayon stock while Nylon quan- 


tities remain uncertain, and edy- 
cational advertising to keep con- 
sumers posted on developments, 

In a letter to its customers, Gre, 
Mills said it estimated initial ship- 
ments of Nylons could not be 
made for 60 to 90 days after the 
release of the yarn, and that it 
would be six months before ade- 
quate stocks would be available 

The advertising material offere, 
to retailers by Grey Mills during 
the transition period includes ; 
newspaper mat, 4 columns by 1) 
inches, for use “only on Nylo: 
Day,” which will explain why 
Nylon stockings are not on sak 
|immediately, and counter and win- 
|dow cards, to serve the same pu 


|terial is provided without cost t 
the retailer. 
Agency for the 


is 


mill 
Milwaukee. 

Two Newspapers Apply 
for FM Licenses 

| the News, Greensboro, N. C., have 


| filed applications with the FC( 
for frequency modulation stations 


construction of which is dependent 


on availability of equipment. 
The Newark application is for ‘ 
50,000 watt station, to be erecte 


#isix miles northwest of Morris- 
| town, N. J., serving an area 0! 
|19,851 square miles. The pro- 


posed Greensboro News station, | 


m | cover a 45-mile radius from a pro- 
| posed location in the old Greens- 
cost 


|boro Record building, will 
$75,000 to $85,000, according t 
P. T. Hines, general manager 


a McCann Appoints Norton 


formerly wil 
Angeles, an 


Sci 


Gerald Norton, 
Station KHJ, Los 


|has been appointed manager ‘ 
‘the radio department of the Sa! 
| Francisco office of McCann-Erick- 
son, Inc. At one time Mr. Nort 
operated his Own radio servic 
agency. 
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|ford, Conn.; I. R. Van Aurman, 


Rationing Methods Times, Pawtucket, R. I.; and John | 


Stations Foreseen 
| New York, Nov. 2.—A fifth radio | 


P. §S. Doherty, 
Lawrence, Mass. 


Eagle - Tribune, 


Vary Greatly, Ad Ma 


Executives Say Hackett to Resign 


Boston, Oct. at — 8 Bridgeport Anchor Glass Account 
post - Telegram, whic as Pro-| Mm. H. Hackett Company, New 
tected the Leto field from ee York, has resigned the trade paper 
as mu fe es Pe veges polite portion of the Anchor Hocking 
eal a a ec Per egg Glass Corporation account, effec- 
to 10, ina Sivantl By se ©| tive Jan. 1. Network radio adver- 
New “5 ar tio > cas at its tising for the company continues 
tives on a - sina tadiay at MS! to be handled by William H. Wein- 
annua y ° c - 
‘The Connecticut paper has taken traub & Co., New York. The com 
no advertising for its Saturday | ;. a Pix 
ht ind Monday morning edi- liss Archer” over the full CBS 
tions, has discontinued all classi- 
ged display advertising, and in 
«me months has cut advertisers 
rom 5 to 20% off their space dur-| Tru-Test Names Three 
ing the same 1943 month. 
Discussion among the 70 mem-| representative for General Elec- 


EWT. 


pers attending the one-day session | tric’s electrical appliance division, | 
revealed that advertising rationing has been appointed sales manager | 
has not been necessary in the ma-| of Tru-Test division of Oakes & 


jority of papers serving cities of |Co., marketing and merchandising 
100,000 or less population. Those | organization, Chicago. C. B. Rip- 
few who did have more demands ley, formerly with Montgomery 
for space than they could handle | Ward & Co., has been named fur- 
varied widely in their rationing| niture merchandiser, and H. W. 
methods. | Haller becomes sporting goods and 


Elect Hallisey 'toy merchandiser. 


Harold V. Manzer of the Wor- ° 

wester Telegram-Gazette, who re- KSUB Joins CBS 

viewed the much-publicized fact- Station KSUB, Cedar City, Utah, 
fnding survey On postwar buying |has joined Columbia Broadcast- 
pacity among Worcester fam-|jng System as a bonus station 
ilies, said nine other newspapers | to KSL, CBS affiliate in Salt Lake 
in the country are now preparing | City. Bringing the network’s total 
) make similar studies. The sur-/| to 147 stations, KSUB operates full 


vey was made by Fact Finders time on 1340 kce., 100 watts, and 
‘ssociates, Inc., New York. 


William F. Hallisey, advertising | casting Company. 

manager, Brockton Enterprise and | fd. 

Times, was named president of the 

xsociation, succeeding Harold C, Capt. Wallace Wounded 
filen, Reformer, Brattleboro, Vt.| Capt. William Wallace, member 
ir. Manzer was named vice-presi- | of the Canadian Army and son of 
nt, and Nelson A. Demars, Press, | William Wallace, advertising man- 
liddletown, Conn., secretary-|ager of the Toronto Star and im- 
teasurer. Executive committee | mediate past president of the 
embers are Mr. Allen, Andrew | Newspaper Advertising Executives 
ease of the News, Bangor, Me.; | Association, has been wounded in 
harles H. Conlon, Courant, Hart-| action in Holland. 


pany is currently sponsoring ‘Cor- | 


network Thursday 9:30-10 p. m.,| 


John H. King, formerly district | 


| is owned by Southern Utah Broad- | 


5th Network of FM 


|network composed of frequency 
|modulation stations and financed | 
| by a group of the larger newspaper | 
publishers who have already ap- | 
plied to the FCC for FM licenses, 
is a distinct possibility within the 
next 10 years, William B. Lewis, | 
vice-president and radio director | 
of Kenyon & Eckhardt, told the | 
‘“Radio-in-Wartime” luncheon of | 
the American Marketing Associa- | 
tion today. 

When the war is over and FM} 
broadcasting has been in operation | 
for some months on a large enough | 
scale to show the large potential | 
listening audience it can command, 
these publishers could be con- 
vinced of the soundness of such 
an FM network, Mr. Lewis pro- | 
posed. They might then form the | 
nucleus of this fifth network. | 

Using listening charts prepared | 
by C. E. Hooper, Inc., Mr. Lewis 
outlined the potential market the | 
FM network could reach among | 
the large group of non-listeners | 
now existent. He suggested the | 
/new network break away com- | 
| pletely from the “mass audience” 
| appeal now employed by the four | 
/networks, CBS, NBC, Mutual and 
ithe Blue, and attempt something | 
entirely new in program appeal. | 
|“Balanced editing” of the fifth 
|network’s program service would 
|be necessary, Mr. Lewis said, in 
|the same way a class magazine | 
|edits its material to reach a se-| 


|lected group of readers. 

| Mr. Lewis outlined the reasons 
| why the pioneer FM network, the | 
| American Network, was dissolved 
ithis summer, but reiterated that 
group’s belief as well as his own 
that FM is such an important tech- 
| nological advance in radio the ma- 
|jority of AM (amplitude modula- 
tion) stations will also be operating 
|FM outlets within the next 10 
| years. 


Roosevelt was 26.4. Here are a 


The national rating on a recent talk by President | 


How can my program achieve as high a rating as President 
Roosevelt gets when he talks on the air? 


Absurdly simple — use WTAG. 


| 


few of the Hooper ratings | 


(week after week) on WTAG for the Fall and Winter, | 


1943 - 1944. * 


Lux Radio Theater 
Kate Smith ; 
Vox Pop ‘ 
Dr. Christian... 
Burns and Allen 
Blondie . ¥ 
and so on — 


ss « | 
. . « Se 
. « « SBe 
. « « Bee 
_« « Oe 
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>, Asa matter of fact-- 


vy by Judge Drumwagon 


WTAG delivers two to four times the audience celiv- 
ered by the average station. You know the national | 
ratings for these same shows. Consequently, WTAG | 
is one of the most productive and least expensive 
stations to use, anytime — anywhere. A big station, 
in a big, money-laden market. 


/. S. You say we only mentioned night-time programs. Okay, 
here are some daytime programs. 


Kate Smith Speaks 23.3 
Big Sister . . . 21.3 
1 P. M. News —. 24.7 © 


* New Hooner Ratings doon. Watch for Them! 


RAYMER CO. National Sales Representatives “BAST Oy 


4 WATJAYG 


AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 


ou WN 5 


“as / 


580 KC 
5000 Watts 


WTAG Wy 


WORCESTER 


Last night I dreamt. 


And this is what I dreamed— 


| want information please on twenty 
different topics . . . I want it re- 
viewed, analyzed, compacted ... I 
want the world presented to me as 
only the newsweeklies, such as Time 


and Newsweek, can present it. 


| want information please on the 
practices and problems of business 


.. I want it as Business Week, 
which is all business, gives it. 


1 want information please on the 
major trends in national affairs and 
policies that originate in Washing- 
ton and that are reported, dissected, 
spot analyzed and forecast only in 
The United States News, for on 
these I govern my personal and cor- 


porate actions. 


* * * 


AS A MATTER OF FACT, a most use- 
ful and instigating dream. For as my eyes 
unclose, my hand, without conscious direc- 
tion, seeks out my bailiff’s call button — 
answered with the phenomenal speed he 


has taught me to expect. 


* 


“Be sure Bailiff, that my subscriptions to 
the weekly newsmagazines do not lapse. 
I dare not miss what is printed on their 
news pages—I must not miss the many 
informations that I gather from the ka- 
leidoscopic teachings of their advertising 


folios.” 


e ea . 
eee ee 


Judge Drumwagon's column is sponsored 


and financed by The United States News. 
NO. 5 
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Cigaret Famine 
Causes Headaches 
for Merchandisers 


(Continued from Page 1) 


creased supply, due to shortages of 
labor, packaging materials and 
tobacco, and increased government 
requirements. 
comments have indicated that the 
government is taking more than 
enough cigarets to supply several 
cartons a week to every soldier, 
sailor and airman. Manufacturers 
generally do not believe that lend- 


lease shipments have been cutting | 


heavily into the domestic supply, 
but soldiers 
South Pacific have reported short- 
ages on the battle fronts but ample 
supplies in Australia, bearing 
lend-lease labels. 


From the standpoint of sales and | 


advertising operations, the ques- 
tion of maintaining advertising of 
a normal character in the face of 
inability of consumers to purchase 
their favorite brands has become 
serious. Radio commercials and 
publication advertising promcting 


the virtues of individual biunds, | 


when they are unavailable to the 
public, is likely to prove more of 
a source of irritation than a builder 


dy 
-ROC 

MOLINE cio, ND 

THE FARM MACHINERY 

CAPITAL OF AMERICA 


THE ROCK ISLAND ARGUS 


MOLINE DAILY DISPATCH 


Some newspaper | 


returning from the} 


| by 


of good will, in the opinion 
many advertising executives who 
|have been studying the policy 
questions presented by the pres- 
ent situation. 

How rapidly advertising and 
|radio programs can be swung into 
line with the present abnormal 
situation is a question. In addition, 
the problem of the correct type of 
advertising for current use May 
| be difficult to solve, in view of the 
fact that there is no satisfactory 
explanation of the situation, from 
the standpoint of smoke-hungry 
|}consumers who have been stand- 
ing vainly in line at drug store 


/and cigaret counters trying to ob-| 


tain a single package of any brand 
of cigarets, regardless of its pre- 
vious standing in the cigaret hit 
parade. 


Manufacturers Not in Control 


Any explanation would show, 
however, that the situation is be- 
yond the control of the manufac- 
turers. They have had shortages 
|of tobacco, shortages of labor and 
shortages of manpower. Produc- 
tion may have slipped somewhat 
|under 1943 figures, but the general 


of | 


Jobbers and retailers would like 
to see the cigaret manufacturers 
take some of the heat off them 
| by explaining to the public the 
facts on the following subjects: 

1. What is the manufacturing 
situation as to supplies of tobacco 
and other materials and labor re- 
quired for production? 

2. How does the total current 


production compare with 1943, 
1942 and prewar years? 
| 3. What have the manufac- 


|turers done to insure a fair dis- 
| tribution of the output, especially 
|'taking increases in population in 
the war centers into account? 

4. What percentage of the out- 
put has gone to the armed forces 
and how much to lend-lease? They 
believe the public would be espe- 
|cially interested in the latter item 
of information. 


Big “Sampling” Possibilities 


Another problem for the man- 
agements of cigaret companies is 


trying to determine how demand | 
|for popular brands will be affected 


| by the widespread sampling which 
| minor brands have been given by 
ithe current shortage, which has 


feeling is that it is at record levels. | resulted in customers taking any- | 


|However, Uncle Sam has _ been 
|taking an increasing pereentage of 


| thing they could get and being 
|more than willing to forego brand 


ithe supply for the armed forces | preferences. It may take consider- | 
able effort to prevent these minor | 


and lend-lease. Thus the manu- 
ration their jobbers on the basis 
|of last year’s purchases, and 
| quotas have been steadily reduced 
in the past few months until now 
the government permits manufac- 
|turers to supply the commercial 
trade with only 70% of what each 
customer bought a year ago. In 
some cases, jobbers say they are 
getting only 60%. 

| Jobbers say that there has been 
|little bootlegging or black market 


|operations in the wholesale field, | 


but they admit that ceiling prices 
have been broken rather widely 
retailers. Some dealers hold 
their limited stocks off their 
shelves until weekends, and then 
sell them at prices considerably 
above ceilings. In some cities cus- 
tomers have offered to pay as high 
as $1 a package for the preferred 
brands. 


“HOME DAILY" 


coverage! 


"Home Daily" newspapers. 


opportunity they offer. 


These newspapers are the 


serve them. 


Albion Recorder 

Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 
Dowagiac News 

Grand Haven Tribune 
Greenville News 
Holland Sentinel 

lonia Sentinel-Standard 
Manistee News-Advocate 


SCHEERER 


35 East Wacker Drive, 
Chicago 1, Ill 
Phone: STAte 7942 


These 21 MICHIGAN 
NEWS- 
PAPERS are necessary to 
complete your Michigan > 


The non-metropolitan market in Michigan is covered by 


market, now is the time to investigate the advertising 


housewives actually make up their shopping lists. Adver- 
tisements here bring direct, quick action sales. 


If your products are sold in these cities, your sales mes- 
sages should appear in the ‘Home Daily" papers that 


MICHIGAN LEAGUE 
OF HOME DAILIES 


“Lower Peninsula Group" 


national advertising representative. 


If you have neglected this 


buying guides from which 


Marshall Chronicle 
Midland News 

Mount Pleasant Times-News 
Niles Star 

Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 
Ypsilanti Press 


& COMPANY 
441 Lexington Ave., 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 


facturers have been compelled to | 


brands from retaining a larger 
share of the market after the 
shortage is over. 

As a matter of fact, it is said in 
the trade that some manufacturers 
|have taken advantage of the situ- 
ation by diverting a larger amount 
of their available tobacco stocks 


that since everything made at 
present is readily salable, they 
could cash in on the limited sup- 
| ply by increasing the output of the 
more expensive products. Just 
what effect this will have on the 
acceptance of the established 
brands later remains to be seen. 

At all events, the whole tobacco 
trade now recognizes that 
present situation represents a seri- 
|ous threat to the good will and 
acceptance of the industry by the 
public, which remains to be con- 
vinced that all of the cards are 
on the table and that conditions 
have actually changed as sharply 
within the past year as the pres- 
'ent abnormal situation would in- 
| dicate. 


OLD GOLD CHANGES 
TO ‘IRRITATION’ THEME 


copy, which eliminates the well- 
known “freshness” angle Old Gold 
cigarets have used with provoca- 
tive variances for several years, 
will appear Nov. 6 in all Old Gold 
newspaper ads. 


more than 100 markets. This 
change, the second P. Lorillard & 
Co. has used this year, coincides 
with the re-appointment of Len- 
nen & Mitchell as agency for its 
entire account (AA, Sept. 18). 
The new approach is built 
around the phrase “Why Be Irri- 
|tated?”, first used for Old Gold 
on the premier broadcasts of the 
two new Lorillard network pro- 
grams Oct. 25 and 29. Programs 
are “Which Is Which?” on CBS 
Wednesday evenings, 9:30-10, and 


| 


| 


| 


the | 


to higher priced brands, figuring | all too often under the tension of 


Advertising Age, Novembe) 


| 


, 


SS How much | 
ill my estate shrink? 


~~ 


* 


ANTI-SHRINK — Estate planning with 
a minimum of shrinkage due to in- 
heritance taxes and transfer charges, is 
urged in this current California Bank 
ad running in newspapers in the Los | 
Angeles area. Mayers Co., Los An- | 

geles, is the agency. 


“The Comedy Theater” on NBC, 
Sunday, 10:30-11 p. m., EWT. 

According to Ray Vir Den, vice- | 
president of Lennen & Mitchell, 
Lorillard plans to keep the name 
of Old Gold before the public in 
these times of cigaret shortage, at | 


the same time entertaining readers | 
and listeners with humorous illus- 
trations or incidents, which occur 


wartime. | 

The first newspaper ad, Cap-| 
tioned “Why Be Irritated?”, shows 
a soldier with his girl in a restau- | 
rant. The waiter behind them has | 
just spilled an entire plate of spa- | 
ghetti in front of the “irritated” | 
soldier; his girl smilingly offers | 
him an Old Gold. 

The new copy 


still features | 


| “apple honey to guard O.G.’s from | 


cigaret dryness,” a theme intro- | 
duced by Lorillard in March, 1943. | 
The current shortage of Old Golds 
is referred to in the last line of 


| copy—‘‘If your dealer’s supply is 


New York, Nov. 2.—A change in | 


|men’s toiletries. 


The new ads, 600 | 
and 1000 lines, are scheduled for | 


short today, just ask again tomor- 
row. We’re doing our best to keep 
up.” 


Ceda to Glicksman 

Ceda Distributing Company, 
through Glicksman Advertising 
Company, New York, newly ap- 
pointed, will use national maga- 
zines to promote its Perfumes by 
Cecile d’Avril and Aero Club 
Space units 
varying from one column to half 
pages in Esquire, Apparel Arts 
and Men’s Apparel Reporter will 
promote Aero Club; similar space 
will be used for the perfumes in 
Vogue, Harper’s Bazaar, Screen- 
land, Mademoiselle, Ballet Russe 
and Fawcett publications. 


Preston Joins MBS 


James Preston, former assistant | 
production manager in the CBS 
sales promotion department, has 
joined Mutual’s sales promotion 
department as production super- 
visor. 


418 SO. MARKET STREET, CHICAGO 7, WABASH 3304 


| 


| ton,” Page 48), the tediou 
| tions. sessions closed wit! 
|facturers again asserting ¢ 


| bands 


» 194g 


Expect FCC Ru ling 


Radio Channe’'s; 
Washington, Nov. 2.—. 


| pointed toward a ruling a 
next two weeks on the maj: » jisgy. 
holding up postwar teley: ie 
FM planning, as the FCC tog 
concluded five weeks of jeari; 
on the allocation of radio ch anne 
Partially overshadowed by 
official announcement that Cha 


man James Lawrence Fly hag », 
signed effective Nov. 15 
a private law practice in New 
City (see “This Week in \ 


mM: 
Many 


ld 


television on existing standarg 
should be authorized as soon 
war conditions permit reconye 
sion of the industry. 

Despite long arguments fy 
Columbia Broadcasting System ay 
Cowles Broadcasting Company 


represented by ex - Commission¢ 
T. A. M. Craven, that televisio 
should be held up pending furthe 
study, the Radio Technica] Play 
ning Board headed by Gener; 
Electric Vice-President R. T. G 
Baker stuck to its position that | 
television channels should be re 
served in the part of the band 
used by television stations licens 
before the war, with the highe 
allowed only for expe 
mental purposes. 


Stress Obsolescence Theme 


Mr. Craven and CBS have con 
tended that existing television 
not good enough, and that FC 
should not encourage the public t 
invest large amounts of money i 
equipment which may beco 
obsolete. CBS also contends tha 
without color, which can be dé 
veloped in the higher bands, tele 
vision will be at a disadvantag 
as an advertising medium co 
pared with outdoor posters. 

Deeply involved in the argumer 
too, are the FM broadcasters, wh 
have asked for 75 channels { 
postwar use, compared with the 
present 40 channels. Since F) 
and television are currently neigh 
bors on the dial, they might sta 


| to gain additional channels if vid 


went upstairs. 

Though the Commission gave 
indication of its plans during t 
hearings, many observers he 
were convinced that television 
existing standards would 
thorized, perhaps accompanied 
some kind of notice to the pub 
that the arrangement might 
upset if subsequent technical ce 
velopments warranted. There \ 
also some feeling that the d 
will be left open for operation 
stations on the higher band, bi! 
the problems of double-purp 
receiving sets, or the type of 
cense that would be granted in U 
higher bands, seems unresolved 

Chairman Fly’s resignat 
been expected for several wees 
but appointment of his success 
may depend largely on thie oul 
come of the national electi It 
believed that Paul Porte 
relations chief of the De 
National Committee, and [ol 
CBS official, may be offered ' 
post if the Democrats r¢ 
power. 


be au 


Miller Appoints Lyon 


T. Miller & Son, New York, s# 
cialist in wholesale tobacio, © 
fectionery and post exchange su 
plies, has appointed S. Du 


Lyon, Inc., New York, to hane 
a forthcoming campaign 
papers and trade publications. 
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[hoe Men Told 


(Continued from Page 1) 
cated a 37% increase over the 
Oday 940) ue of products manufac- 
ringlured by the shoe industry, at the 


SS 


inekEg40 price level. He predicted that 
y ices Will be higher, and added, 
haindi¢ tl forecast works out, the 

ctual dollar increases will, of 


Opelourse, be more than 37%.” 


Mn Sees Enlarged Market 
locafi/# He envisaged a greatly stimu- 
\anuf™/eted shoe market after the war, 
thai/hrough demands of returning sol- 
darda™miers. more interest in sport and 
MN afm™elaxation footwear, and greater 
nver{™itractiveness in plastic soles and 
uff - proof plastic leathers for 
fr en’s snoes and plastic fabrics for 
) andiyomen’s shoes. He said that plans 
Danygor sales and advertising should 


ionef/m/ake note of the rising economic 
‘isiomf#tratas as well as population shifts. 


rthe Guy Manley, president of the 
Plana—National Boot & Shoe Manufac- 
nera/™yrers Association, told the meet- 
[. Gling of the progress being made by 
at lhe industry to iron out annual 
€ re™roduction peaks in order to pro- 


ide year-long work. He said more 
ense@™early level production would be 
dvantageous to the retailer, man- 
‘per@™@iacturer and consumer, and in 
dition, would gain the coopera- 
m of suppliers. 


Suggests Monthly Basis 


Emphasizing Mr. Manley’s as- 
FC Qe Hon, W. W. Stephenson, execu- 
ire vice-president of the associa- 

declared that “one of the 
ajor problems of the shoe busi- 
ss is irregular production. Pro- 
uction peaks cause rush orders, 


nd impaired workmanship. Pro- 
uction dips cause idleness, closed 
large inventories and 
arkdowns. This condition will 
ecome more serious after the war 
ecause of 

security 
mployment.” 


tories, 


through continuous 
Blaming “seasonal 
ling” for the production peaks 
md valleys, he advocated selling 
oes On a monthly, rather 
sonal basis, to approximate the 
ntinuous and regular production 
: le industry is now enjoying. 
5 In a public relations forum, the 
m e industry conferees heard 
ussions by 
rman and secretary of the 
sociation; Marshall B. Cutler, 
pubs P. Smith Shoe Company, Chi- 
ig0; Harriett Couplin, Johnson, 
tephens & Shinkle, St. Louis; 
nklin J. Cornwell, Brown Shoe 
. “singh St. Louis; Irving Edison, 
- son Bros., St. Louis; and H. D. 
Bek, Julian & Kokenge Company, 
UrpOSolumbus, O. 
| Defining public relations as “the 
i “Wine art of humanizing business so 
consumers can have un- 
inded faith in the products they 
Vee ggerchase,”” Mr, Quimby described 
cess" industry’s efforts to overcome 
ttitude of a public which 
inted the quality of shoes a 


elations committee 
osed leading advertising 
xecutives from shoe manufactur- 
gi , together with the sup- 


UII 


| port of trade publications, newspa- 
| pers and magazines, had stemmed 

“the tide of unfavorable thinking 
| toward the shoe industry.” 


Warns of Labor Shortage 


Summarizing the factory prob- 
lem, Mr. Cutler said the shortage 
of labor postwar will be the most 
serious the industry has ever had 
to face. ‘Many experienced crafts- 
men will be returning to their jobs 
from the armed forces and new 
workers shortly will be more 
plentiful for training. But despite 
this,’ he warned, “it is probable 
that manpower, speed and effi- 
ciency will be affected adversely 
for at least six to eight months. 
Thus, because of continued scar- 
city of leather and shortage of 
manpower, trade and retail ad- 
vertising and merchandising can- 
not promise plenty of shoes—but 
can promise outstanding shoe 
values.” The American public, he 
said, in spite of the hundreds of 
thousands of people overseas, 
spent a record-breaking $1,800,- 
000,000 in 1943 for footwear. 

The postwar era will see the 
emergence of more color in wo- 
men’s shoes, clothes and accesso- 
ries, Miss Couplin said. It will be 
a radical change, she declared, but 
one that “should be approached 
with caution.” She urged greater 
use of public relations, and said, 
“We must advertise, sell, merchan- 
dise and promote. Almost forgot- 
ten terms, those. Seems as though 
they have become obsolete, ar- 
chaic, but actually they have only 
been on a holiday.’”’ She declared 
the smart merchant “has continued 
his advertising adequately, has 
continued his fashion message and 
has followed through on his mes- 
sage of leadership by having the 


| finest merchandise obtainable.” 


| were 


industries | 
industry 


Declaring that other 
ahead of the shoe 


|in public relations, Mr. Cornwell 


| tute, 


|Telegraph Delivery 
the demands of labor} 


sreased costs, delayed deliveries | @fter 


urged the conferees to set about 
creating publicity drives patterned 
those of the National Cotton 
Council, New York Dress Insti- 
American Meat Institute, 
Association of American Rail- 
roads, United Brewers, Florists 
Service and 
He warned that the post- 
will mean not only 
between shoe manu- 


others. 
war period 
competition 


|facturers but competition with the | 


than | 


purveyors of all goods to custom- 
ers. He advised footwear manu-| 


|facturers and dealers to cooperate 


Harold Quimby, | 


in a comprehensive survey to de-| 


termine what the customer de- 


sires in the future. 


Leundewes Plugs Quality | 


Improved all-grain quality and | 
reduced ceiling price feature the 
current newspaper campaign for 
Lansdowne Distillery in New Jer 
sey, Delaware, Maryland, Wash- 
ington, D. C., and Oregon news- 
papers. Car cards, posters and | 
painted boards are also being used | 
in these territories and greater | 


New York. Henry J. Kaufman, | 
Advertising, Washington, is the | 
agency. 


G-F Acquires Yuban 


He said the association’s | 
com- | 


General Foods Corporation, New 
| York, announced last week 


Paton Corporation, 
cluding Yuban coffee. Charles W. 
Hoyt Company, New York, is cur- 
| rently the agency on that account. 


the | 
acquisition of various assets of the | laying 
New York, in-| 


| 


Record-Breaking 
Paint Industry 
Seen After War 


Washington, Oct. 31.— Greatly 
expanded demands for paint and 
allied products after the war was 
forecast by Ernest T. Trigg, presi- 
dent of the National Paint, Var- 
nish & Lacquer Association, last 
week at the industry’s 1944 “con- 
vention-at-home.” 

Declaring that the 
1944 sales volume 
ahead of 1943, the highest ever | 
recorded, Mr. Trigg enumerated 
several factors responsible for his | 
postwar prediction. These include 
the industry’s lack of reconversion 
problems; the deferred mainte- 
nance jobs which will require 
paints estimated to cost some $30 
billion; a need for 1,000,000 new 
housing units a year for 10 years 
after the war; the finishes to be 
required by manufacturers of re- 
frigerators, ranges, radios, furni- 
ture and other household equip- 
ment, and the “overwhelming” de- 
mand expected for auto finishes; 
the enormous demand for railroad | 
rehabilitation; the huge postwar | 
market for paint by the expanding | 
U. S. Navy and merchant marine | 
fleets; and European reconstruc- 
tion needs. 

Promising prompt revocation of 
wartime orders when no longer 
needed, WPB Chairman Krug said, 
“the War Production Board wishes | 
to assure you that it will do every- 
thing in its power to speed the 
return of your industry to normal 
peacetime activity.” 

Since there is no election for 
president of the association this 
year, Mr. Trigg will continue as 
president in a three-year term 
with the following new Officers, 
| named at the association’s annual | 
statutory meeting: Franklin J. | 
| Lane, vice-president, Boston Var- 
nish Company, Boston, vice-presi- 
|dent, one year; and E. A. Foy Jr., 
|president, Foy Paint Company, 
Cincinnati, treasurer, one year. 


industry’s 
is now 10.2% | 


|Appoints Mathes 

American Express Company, 
|New York, is shifting the advertis- 
ing and promotion of its travelers 
|cheques from Caples Company, 
New York, to J. M. Mathes, Inc., 
| New York. 


‘Winston to Golovin 

Harry Winston, Inc., New York 
 etacaeaeee and rare jewel cutter, has 
appointed Willard B. Golovin Com- 
|pany, New York, to handle adver- 
| tising. Cutter of the Jonker, 
|gas and Liberator diamonds, the 
| company is using full- page ads this 
|month in national magazines, co- 
|ordinated with newspaper ads by 
| retail dealers 


| 
‘Tells War. Record 


| 

In a_ brochure entitled “10 
Years Before Pearl Harbor,” Mar- 
mon-Herrington Company, In- 
| dianapolis, calls attention to a list 
lof vehicle “firsts” built by the 
company for the armed forces be- 
fore and during the war including 
airplane refueling trucks, track- 
tractors, combat tanks, 
jeeps, armored cars, searchlight 
trucks and other military units. 
| Caldwell-Baker Company, Indian- 
apolis, is the agency. 


‘Sterling Ups Brown 


Var- | 


Plymouth’s Comic 
Strips Start Dec. 3 


Comic strip advertising by Ply- 
mouth division of Chrysler Cor- 
poration, Detroit (AA, Oct. 30), 
will start Dec. 3 in the Sunday 


sections «of newspapers in cities 
throughout the country. Grant 
Advertising, New York, is the 
agency. 

Featuring a Plymouth dealer 


and his wartime girl assistant, the 
series will build up the Plymouth 
dealer in his role of a useful citi- 
zen in his community. 


Charles K. Brown, salesman of | 
Bayer and R. L. Watkins divisions 
of Sterling Drug since 1928, has 
been appointed assistant sales 
manager of the Watkins division, 
with headquarters in New York. 


Two Named V. P’s. 
H. H. Webb, Toronto, and Camp- 
bell L. Smart, Montreal, both di- 
rectors of Cockfield, Brown & Co. 
Ltd., have been appointed vice- 
presidents. They have been asso- 
ciated with the Canadian 
for more than 20 years. 


, 


agency 1) 


| Charles 


|simply - d lettingt 
e 


| Fifth Ave., 


Hotels Elect Ryan 


Royal W. Ryan, director of sales 
and advertising of Hotel New 
Yorker, has been elected president 
of the New York chapter of the 
Hotel Sales Managers’ Association. 


C&EI Names Frey 

Chicago & Eastern Illinois Rail- 
road Company has appointed 
Daniel Frey Advertising 
Chicago, to direct adver- 


Agency, 
tising. 


NO USE TURNING 


CUSTOMERS AWAY 


Aue yet you may If You 

e doing just that 

There's a 7 billion Manufacture 
dollar market you and Sell 
could encourage | COSMETICS 


these people know you d welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 


of 


Meet WHB’s Henry Goldenberg— 


"Keeper of the Kilocycles' 


In 22 years of seeing and hearing the 
almost unbelievable variety of pro- 
grams that have gone through W HB’s 
several transmitters,“Goldie” has de- 
cided that anything can happen 
around WHB—it’s just a matter of 
when. This, he hopes, will include 
restoration of WHB to its pioneer 
status as a full-time station. Goldie 
is just a little fed up with having to 
sign off WHB at sunset. He /ikes to 
work... and he wants to be able to 
operate WHB full time! {FCC please 
note! Our application for full-time oper- 
ation on 710 Kilocycles is still pending.} 


.. our Calm Chief Engineer! 


After studying electrical engineer- 
ing at the University of Illinois, 
Goldie helped build WHB’s first 
transmitter, back in 1922—and he 
still gets a kick out of our then 
“world record” of continuous broad- 
casting for 12 hours and 20 minutes. 
That was on Feb. 1, 1923, WHB’s 
first anniversary. Ted Lewis and his 
orchestra were performers on that 
memorable all-night broadcast...the 
first in American radio history! If 
you as an advertiser want to sell the 
Kansas City market, entrust your 
message to Goldie’s WHB trans- 
mitter—the happy medium! 


For WHB Availabilities, ‘Phone DON DAVIS 
KANSAS CITY — Scarritt Building — HArrison 1161 
NEW YORK CITY—507 Fifth Avenue—VAnderbilt 6-2550 
CHICAGO — 333 North Michigan Blvd. — CENtral 7980 
HOLLYWOOD—5855 Hollywood Blvd.—HOllywood 6211 


KEY STATION for the KANSAS STATE NETWORK 


) HOOPER Station Station Station Station Station as 
PP Y , | morn WHB . 
is BEST ' TA ED B preconcnligresnal A B Cc D i * 


Kansas City * Wichita + Salina +* Great Bend + Emporia 

Missouri Kansas Kansas Kansas Kansas 
MON. bi re 
eizam 114.1 | 10.7 | 30.5 | 15.1 | 24.8] 3.7 : 
TH E D 5 PATCH COLUM BUS, 0 Hi 0 HOOPER Station Station Station Station Station : 
| | AFTERNOON INDEX WHB a 
| | avousr—sepr.] A B C D E ‘ 
“iz-er.m |19.0] 5.3 | 20.0] 27.8 | 23.7] 3.3 ; 
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FORTUNE 


NOVEMBER -: 1944 
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Miles of wiring 


And good as its word, Philco and its distributors ae 
5 mene ions \ © wearin 
lavished $22 million on a five-year advertising trial s 


unior 


campaign that took the radio out of the living 
room into the family car, the kitchen and the bath- 
room. The impetus of this policy pushed Philco 
to the top of the radio industry and kept it there 
for twelve years in a row. Now it plans to put 


refrigerators in your post-war living rooms. See 


“Radio, Refrigerators and Radar” in FORTUNE 


for November. 


MANAGEMENT seldom finds itself fortified by such 
diverse experience as radio has had in manufae- 
turing and merchandising during World War II. 
Philco plans to use its new-found knowledge in a 
highly competitive field. It sees enticing possibili- 
ties in FM, televison, electrical gadgets and indus- 
trial durables, and thinks it can make the most of 


its potential. Page 115. 


NOVEMBER: WILL BUTTER WIN THE PEACE? * BUSI- 
NESS ABROAD * SELLER’S MARKET * REPORT FROM 
LONDON * MERCHANT MARINE I 


e 
Ee 


Assembly-line wiring 


FORTUNE the magazine of management — is a study of business for the enlightenment of management men. 85% of FORTUNE’s 
175,000 subscribers are management men — and survey after survey shows that in FORTUNE the advertiser 


reaches management more certainly, more effectively and more economically than in any other magazine. 
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rtising Age, November 6, 1944 


PHOTOGRAPHIC REVIEW 
OF THE 
WEEK 


If 2 political campaign makes you hot under the collar 


remennber 


that’s where vour throat is 


so keep it KODL 


TIMELY—The Kool penguin stands be- 
tween the two party representatives in 
this timely national magazine color 
page for the Brown & Williamson prod- 
uct. Russel M. Seeds Co. is the 

agency. ONE-CENT SALE—Promotion of United Drug Co.'s annual One-Cent sale 
scheduled for Nov. 2-4 in Rexall stores was topped by this full-page, full-color 
ad in The Saturday Evening Post. A short spot radio series with notables 
Robert Benchley, Cass Daley, and Harlow Wilcox also plugged this annual 

event. N. W. Ayer & Son is the agency. 


Psst / 


MODELS MUNSINGWEAR—Union Special Machine Co., Chicago, devotes a 


full page in each issue of the house organ, “Needle's Eye,’ to show a model TWO 
wearing some garment produced by a manufacturer using Union Special indus- ] 
NEW 
trial sewing machines. In this case, Munsingwear produced the lace and a 
unior brassiere and brief panties. Russell T. Gray, Inc., is Union Specia ON ES! 
agency. . FLAVOR FAVORITE! 
9 y Evervinwdy knows the Beorh - Nat 
Peppermint Gam. package, loves 
the minty favor and fine queatiny of 
its contents. Moet af it pow gors Us 


ae Armed Vorees, But here's gund 


evs for all whe enjoy tioe pum: 


, “Lads, I have my trade mark.’ 


NEW! 


og rte ms : 
rey 7 - ’ 
BS ‘ima. Gb & . = eh Se 
pee Pee ae I — ‘ 7 . 
* ae ~ ; PREMIERE CELEBRATION-—The sponsor got service at the buffet supper held 
4 ( \ a TANNAWON GEM after the premiere West Coast broadcast of ‘Noah Webster Says.'' Left to 
ar 4 Ms Hrs ons right, John W. Swallow of Kenyon & Eckhardt, Hollywood; Lewis S. Frost, pro- 
T a gram director of NBC's western division; John E. Dawson, Pacific Coast repre- 
— yes sentative of Wesson Oil & Snowdrift Sales Corp., show's sponsor; Alex Robb, 
: Ne - manager of package sales, NBC, western division, and Joseph Killeen, vice- 
—- * J y. president, Fitzgerald Advertising Agency, New Orleans. 
e7¢ 
‘ < a 
" W27 ; TWO. vets avon eon Colt; yhnow ee, 
U Pe - dite ee Bare: porsbrey she $A aol Of? WS 
840- Peter Ballantine Discovers the Now f 


& Beech-Nut 


ee Ie, @§ 
BALLANTINE ALE & BEER GUM 


POSTE eTT re reese 


SYMBOL'S ORIGIN—P. Ballantine & Sons' new full-color display represents 
@ scene a century ago, showing Peter Ballantine as he notices three inter- 
twined rings made by moisture on his mug, and says “Lads, | have my 


trademark.” NEWCOMERS — Beech-Nut Packing 


Co. is using this current magazine 

copy to announce two wartime addi- 

tions—cinnamon and fruit flavor gum. 

The armed forces are getting most of 

the prewar ‘'flavor favorite,’ Beech- 
Nut gum. 


odora 


Thanks! We oerd Bituminous Caal! 


Surprisiag Pacts about Bitaminons (eat 


BITUMINOUS & COALS ce" 


PLC \T-COMMENTATOR—Shown in the MBS studios are (left to right): COUNTER ATTRACTION —One of 
‘erc Humphrey, president of H. B. Humphrey Co., Boston agency; Sumner several new small package dispenser HOW IT WORKS—lIndividuals in various walks of life are featured in the new 

minent diplomat who last month began a series of weekly commen- displays for McKesson & Robbins prod- campaign of Bituminous Coal Institute, and the series of advertisements points c > 
‘ the Mutual network Wednesdays, 10-10:15 p. m., EWT, for Waltham ucts is this counter unit for Yodora out the importance of each group's work, and how soft coal serves each activity . 


h Co.; and Ira Guilden, president of the sponsoring company. deodorant. Benton & Bowles, New York, is the agency. 


x wit rao * ie 4 Se : a é i 
oR Rkelgtieontin wont . yok oo steph) : f a xe 
: f ; - 
ied e : i a x a : , ‘ , 
‘ ae = -: 

' sa 
ee 59 ne 
Adv tpg i 

DP a 
a os ee “<i SS Sagi Rak CoE & bi ca peas be So ee ee ~ “ ya co aor. wf sy 
oo Beer ae ee SE OE F - 
Se oe at ae Pet fh, 45: = re sts 
eae se ee Ye ; ao Se ae es ae 
ce gi : : - am CF 2 The nat a Ne  <chat P S 
Ss : . on = =: < ae x Sie. cgi eene ey 
= MBER 2-3 OR SO EG aay se  pogere ta 
“hs NOVE, BER, “wo a BPRS ce he ee ww. ie 4 p= 
a ed Once ageie the greetest noses fn drugs — Rawoll ~ beings you the 24 Z f iis 2 z- 
ee wile thet hos teecuend at Aunerione inctitutien — the fomeous eval! ee Efex me - 
C2 Criginel Coe-comt Sele! Thursidey. Filday ond Scmurviny—Nowwmber ‘ .) is ; 
es 2. Pond 4 — ett Remi Stree themughoct dow motion 4 pt { A 
cas ee . gt ame PONE see ake . s : 
7 — - ae eo 4 z ¥ VS ay e y 2 a 
as — ». oe — x : iF q p> ‘ n* a 8 Mon. ~S x = 
ft ll a ce a + —S sober . a 
. i a a — es me) } _ <4 e 
ao. ee oS ae Bas. ea eg >t an ae ® et ; ‘ e) fee 
te ee SG , “See ‘ ee Se ‘ ——— , js sf a Bes 
= ZZ ee ‘ a & ; fel ah ‘ ra ae , ee 2 
ee ae : S ae ee a es Oe ee oa 8 oa ie 3 ne (Ti) 1 iy By Ho 3 
-l 4, oa — oe a : Lo - —- 4, $ 2 4. 
3 a re <a? a gate, sg ad : : S = ; f 2+ 66 ba | f my aa 
— ae ™ : Se eh a a ro —— CT : - ae ae a 
4 gee io . : ee a 3 2 a [a a ee i. t 3*4 - = 3 Pe a 
ae. Ree = 1 ae : ~ ’ ee ° t i ¢ Pi ; “s Re 
2 oo Bi oe eee oa ee . f AR “Jf <i oe Rig 
j 2 | >. Tle . iO on F ; 
F F F = i Seles s Sek on aes ‘{ pe reg re : pet i 
: : a BB : Bee iene eS ee i . ‘ zs, bd j § i 
3 “dl 3 Bo 6 be Bi a & i 4 : on 5 nice re f ? 2+ 36° 7 -_ | iii} é i 
j - ff. y oe i ~~ : : eves in mS _ oe ; on 4 casita \ ae re y f 2 4 
; ee Se oe Be = a . 3 F = Ce ee & \ . ii : & ai 
’ Bae ay emer, oe Se eS a ue ¥ — J : Ee es : é ? me s dune pe Pe - cee “St Bae» 
a Si # ae. :* A ee +. Aw» _# by 12 Ee 4 } = soo eres nme «  & = 
Cae: oe x ee # a eC 3 3 Rs =. oe ee ie if AY ‘ . — 3 SE: oe aie 
a ; rr Ae | oe ne — : an IY: ee : é : : i eo 
: ee  rts~—“—i—SSsS~twsS : ates tito : - mi : Se “a Lar 
Bes. SS ae. 7 * 2 ae 5 x Bae!’ Our 8 2 omens i Ree 5 . fe 
ssi es . aa Pia Oe Bo” eae és ~ —— o* e § A 
a ae . Be _ po tee ¥ Ve ae: * ee ie os —, KDI | . ie e see is Rede ‘ , - aa 
a : a * _— ———— Tay Toone, siecl youll elect von fr poet oe >. see! — 
S | Sy i Se . , ee il RUGS 3 
; ee ae ‘i : ea ‘ . oT \ | / & oe eee 1 } a ; 
a -— a ASO) icet BARA sousst Deut SRE 
ee ae eS See . ie Se RA 
1 7 ee ee P- 
Fi a ee e Be : a Sd eo eo ce 
i .- Ff. Site a = ‘ 
; ei ae a ae. Se ae ates : - 
: : + % Pig Has : : ae. rsa ) 
= Es 3 Ren: it “8 5 : Eg! ‘ Shee ae 
ta » el dens cs “_ 
- a oS ae a Ds ss é 4 r eS “Ss 
2 3 € ‘—- , 4 oe ee al %y - nes ? 
& — ‘ , i ee Se See bie : 3. 
; ie 
. % ey: ” 
2 i Peg a i ee Oe, 
cs ; ~_ ; y : ¥ a od ; 
os # 3 alk 3 ‘ P Be i 
‘ae a : 
: — ae E> Meee eS £ : es 
2 ie ec oe jeer See —_ se » : 7 By: a 
: MPSSESERERS SE SLTES SR EESSORERSSSESR SS UERESEECER SPER E SECURES AEEEREE EEN PERT! IPERS) NOR RERSs RRUSEE RRSP RAT, , Be ig ei ; at ¢ - ny ¥ es 7 aS - 
~ = lola . “ « ge ‘ ee . Se J ae Pa - e co b oy ae 7 
= Masami ase a a i. 2 Me a ee . ¢ j . f ; oo i 
y aes Sang Dace dest A x . 2 2g oe eg yea ah ; - ¥ ; y in : a 
sie a ei 2 es ain a ; —e 
E 7 
§ .. 
—_ 
ais 
a cs @ ae 
a - 
~ 
F : 
: . 
= _ a a iow “ay Lat a 
" Aa ‘ a 5 papi 
: * ft ee ie es . oe lig ae aie 
a eo “ : se “oo —— ees = al 
. Sa uaa; i ee , a 
bite - “ . 5 See :  - 
. os ee ho ee a 
—_ ‘ b 4 
ee ; Pi eer Pe, : a * a 
vide és Se ig ' 
ae oo “er i 7 
_— Ss ; 4 ' 
ee ee : ar wee - 
Pe ¢- ” — 
Py oe 7 ae» aE P)} Te Fae \ 
4 ; + a pe 
* : Sy an pas Gal Vehot'e sw ee ES = 
; . 23 iS Site Se dag, Se , fas ; 4 
ma » & ‘gek f t. cal * =a 
iy 4 & a a ti 
ge Oy I ee 2 . +n, Oe 
3 oa ae eR 7 as - ca =; x 
as y 29 ms ~— ‘ ru 
.. a a = kas —— | Dai ty . 5 oad Tay , | > ih os Pe ‘3 
‘ou a : - ‘ a P be - 3 Wea isae® 
a — : pe ed fr , bia Fy ig . i) as 
a ee , nite ‘8S ; ¥x : — << ) i - ie : 
: F ’ , a : (0198 CREA BAM iat waster fae 4 ? 
q @ , é : nel y 4 2a ¥ 3 od ‘ = . : A # A 
_ ; . — = ee = ~ eh fy f | 
2 tr. 4 pas — ee uxt - ‘toh aos 4 5 sad via ¢ 
4 . ae Pe = = = - ah ines ¢ 4 at : 
: ae z mn a ra S : — 2 = 77 “ a | : . ad 
— 4 L a 3 , @ Fen : “a9; 
a Ee : 4 ge | an ast, ' 
ae ; ‘ ae Co ae ss e |= - x ib 
J . a P- « er se <i - . 
* ee ee: . 
ee Ge Se : be ibs 
ie ~ a ity f - - aoe % z 
RE a “t = " : iy 4 
[ 
a 


the Sun sells* 


a 
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Don’t sell a laugh short. After a large dose of high- 
voltage news, the human mind is apt to balk and 
blur. It seeks a letdown in the form of a laugh, 
amusement, entertainment. 


The pages of The Sun are spiked with entertain- 
ment from the quick-laugh variety, as found in 
The Sun Comics or Gracie Allen’s column, to the 
quiet, but genuine relaxation Ely Culbertson offers 
a bridge fan. 


There is something for everybody to relax over, 
laugh with, or be entertained by in The Sun! 
That’s why more than 345,000 people buy The 
Sun daily (this number would be greater if it 
were not for curtailed press runs due to paper 
shortage). They LIKE to read it. 


To advertisers, this faithful reader interest and 


growing demand for The Sun has been demon- 


National Representatives: THE BRANHAM COMPANY, CHICAGO 


\ 


A © 
a Nyy \\\ Av, 
> According 
‘| To Culbertson 
By Ely Culbertson 


Perhaps the worst of all the 
errors that can be comm in 


ner 
Thess yet foc 
oie’ 
P : SOUTH DEALER 
North-South Vulnerable 
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o> bees “wer bee 


Kntertainment 


strated in results out of all proportion to The 
Sun’s circulation and cost. 


It proves without doubt... 


1. You need The Sun in any newspaper 
combination to cover Chicago completely, 


economically and efficiently. 


2. By using The Sun alone you can make a 
tremendous impact against America’s No. 2 


market with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpaper 


250 Park Ave., New York 


: 360 North Michigan Avenue e NEW YORK: 230 Park Avenue 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 


NEWSPAPERS GE 


MMEDIATE ACTION 


400 W. Madison St., Chicago 
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